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ROUND 6 PROJECT COMPENDIUM 
Education in the Environment:  
A Strategy for Continued Interagency Outdoor Education Programming 
 
 
PREFACE 
 
The  essence of public  land  stewardship  lies  far beyond  the words, numbers,  and pictures  compiled  in  this project 
compendium. During the past seven years, many people have gained greater appreciation of the discovered and yet‐
to‐be discovered treasures held within the Southern Nevada public  lands. People have had the opportunity to  learn 
about and make a  first‐time  connection with nature and  the  community within which  they  live.  Some participants 
realized dynamic and everlasting changes in their lives as a result of their new experiences and insights. 
 
Education in the Environment was a four‐year collaborative effort of the Southern Nevada Agency Partnership and the 
UNLV’s Public Lands  Institute. The effort was  funded by a Southern Nevada Public Land Management Act  (SNPLMA) 
Conservation Initiative through the Great Basin Cooperative Ecosystem Study Unit (CESU). The Conservation Education 
and  Interpretation portion of  the  initiative encompassed a  variety of  activities organized  into 10 Tasks, which  this 
Project Compendium describes. The success of this effort would not have been possible without the commitment and 
participation of many people within the four federal land management agencies, the CESU program, and UNLV. More 
importantly, it would not have been successful without the outstanding participation of people of all ages in Southern 
Nevada, across the State, and within the nation who believed in its importance.  
 
The  intangible  yet  invaluable  rewards  of  this  participation  –  recognition  of  the  value  of  public  lands  stewardship, 
participation  in meaningful activities outdoors, a renewing sense of wonder, and an enduring respect for our natural 
and cultural resources – will be evident in the future.  
 
 
 
Margaret N. (Peg) Rees 
Executive Director 
UNLV Public Lands Institute 
31 October 2011 
 
  
 
            Education  in  the  Environment:  A  Strategy  for  Continued  Interagency  Outdoor 
Programming was funded by the Southern Nevada Public Land Management   Act and delivered by the Public Lands  Institute at the 
University of Nevada, Las Vegas on behalf of and  in cooperation with the Bureau of Land Management, National Park Service, U.S. 
Fish & Wildlife Service, and the U.S. Forest Service. 
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Task 1:  Assist SNAP Teams in the Implementation 
of Three Educational Projects  
 
“ R E V ” ,  O H V  I N F O R M A T I O N ,  W I L D E R N E S S  E D U C A T I O N  
PROJECT 1: REV – RESTORATION, EDUCATION, AND VOLUNTEERS 
 
“Studies of the volunteer experience revealed the satisfaction of taking part in 
something meaningful, while studies of various ways of experiencing nature 
documented the psychological benefits of connecting to one’s environment. Restoration 
offered the possibility of combining many rich rewards.” 
 
Mills I., W.C. Sullivan, and F.E. Kuo. 2000. Psychological Benefits of Volunteering for 
Restoration Projects. Ecological Restoration. Vol. 18:4, pp. 218-227.  
 
BACKGROUND 
In 2007, Project Manager Allison Brody (UNLV-PLI) facilitated a planning team with members of the 
SNAP Interagency Volunteer and Restoration teams to design an innovative, yet realistic, project 
combining restoration science, environmental education, and volunteerism (REV). The planning team1 
expressed the desire to create short-term opportunities for visitors to perform meaningful and needed 
volunteer restoration work on Southern Nevada public lands in ways that would promote not only 
long-term connection to these lands but that would also provide deeper understanding of the science 
behind the stewardship. The planning collaboration resulted in the REV Program, and its vision was 
reflected in the program’s mission, goals, and objectives, which were approved by the SNAP Board. 
REV Mission 
 
Synergizing restoration, volunteerism, and education to facilitate meaningful action, 
understanding, and long-term commitment. Three-to-four times per year, volunteers will be 
able to “drop-in” to participate in restoration projects that will include an educational 
component.  
REV Goals 
 
1. To engage volunteers in restoration projects 
2. To develop long-term stewardship of public lands through educational efforts 
3. To create avenues of expanding engagement 
                                              
1  Joshua D. Hoines (SNAP Interagency Restoration Coordinator and Interagency Team Lead at the time this project was 
implemented) is acknowledged for his major creative contribution to the conceptualization of the REV Program and for his role 
in its initial delivery. Other planning members included Amanda Rowland (SNAP Interagency Education Team) and Elizabeth R. 
Barrie, Ph.D. (UNLV-PLI). 
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REV Objectives Organized by Goal 
 
1. To engage volunteers in restoration projects 
a. Organize at least 1 drop-in event every two months 
b. Advertise restoration opportunities on the Get Outdoors Nevada website 
c. Recruit and register volunteers  
d. Generate list of projects annually 
 
2. To develop long-term stewardship of public lands through education efforts 
a. Create lesson plans to achieve conceptual program messages 
b. Administer web-based information and education component 
c. Provide education staff or materials for each project 
 
3. To create avenues of expanded engagement 
a. Provide at least three opportunities for individuals to engage in additional 
activities such as site monitoring 
b. Provide positive experiences such that 10% of volunteers will choose to repeat 
 
Following the establishment of the REV Program’s mission, goals, and objectives in place, input was 
solicited from SNAP agency restoration experts to inform the educational frameworks for three 
potential REV Program projects, which represented appropriate agency restoration priorities: (1) 
Invasive Weed Removal, (2) Road Removal and Restoration, and (3) Seed Collection. It was also 
important to include the perspective of representative volunteers. Therefore, volunteers participating 
in the existing SNAP interagency volunteer program, Get Outdoors Nevada, were surveyed about 
aspects of the “drop-in” volunteer model at two Get Outdoors Nevada events (September 2007).  
The survey additionally solicited ideas for an appropriate schedule for delivery.   
 
With this input, frameworks (see Attachment 1.1.A: REV Program Project Frameworks) were 
developed to include key questions, goals and objectives, lesson plans, and logistical considerations. 
Finally, the first REV Program project was carried out (see ACCOMPLISHMENTS, next page) during 
the 2007-2008 fiscal year according to the framework developed. Some adaptations to the program 
were required for subsequent project management as detailed below.  
 
Adaptation 1  The “drop-in” program format was changed to participation by registration. The 
surveyed volunteers did not indicate a strong desire for a drop-in program. At the 
same time, the SNAP Restoration Team expressed the need for advance knowledge 
about the number of volunteers likely to attend any given REV Program event. The 
volunteer restoration activities selected for SNAP lands as part of this program 
required transportation of project materials, supplies for volunteers (e.g., food, 
water, and safety equipment), and tools, sometimes to relatively remote locations. 
Future priority projects may be more amenable to a drop-in format. 
 
Adaptation 2  Projects for the REV Program were simplified. The SNAP Restoration Team lead, 
who was integral to the planning process and delivery, relocated out of Southern 
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Nevada during the course of the program. REV projects as originally envisioned 
were fairly complex in their planning and delivery; loss of the original Team Lead 
left a gap in agency knowledge and impetus to carry out the original vision. 
 
Adaptation 3 SNAP educators were tasked to integrate education into Get Outdoors Nevada 
volunteer events using alternative frameworks and methods.   
 
More information about the REV Program was documented by Hoines et al. (2010) in a synopsis (see 
Attachment 1.1.B: REVolution: Engaging Audiences in Stewardship) created for the 2010 Our 
Places Tell Stories conference. 
 
ACCOMPLISHMENTS 
 A REV Invasive Weed Removal project was completed in April 2008 with 11 volunteers.  
 Two REV Seed Collection projects were completed in November 2008 with 60 volunteers.  
 A modified REV Invasive Weed Removal project focused on cattail removal was completed in 
January 2009 with 35 volunteers. 
 
ATTACHMENTS 
1.1.A REV Project Frameworks 
1.1.B REVolution: Engaging Audiences in Stewardship by Josh Hoines, Amanda Rowland, 
Elizabeth Barrie, and Allison Brody. Presented at the 2010 Our Places Tell Stories Conference. 
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The correspondence below describes a successful project conducted as part of the REV Program. 
MEMO TO:  JENNIFER HALEY, CHIEF OF VISITOR SERVICES AND EDUCATION,  
                  LAKE MEAD NATIONAL RECREATION AREA 
 
Jennifer,  
 
I wanted to pass along an update on the pilot REV project we did this weekend. 
Combining the efforts of the restoration, education, and volunteers appears to be a 
great success, at least with the first project. The following is a brief narrative of the 
events of the day: 
 
We met at 8 am Saturday morning and had brief introductions and signed in all of 
the volunteers. After our restoration expert gave a talk on the impacts associated with 
invasive plants, we broke into four smaller groups and led the volunteers through a 
discovery exercise. This exercise involved the groups setting up [vegetation] plots to 
[understand] the Sahara mustard infestation on Boulder Beach. Areas with lots of 
mustard had fewer species (8) than areas that did not have much (11). Additional 
information we were able to give to the volunteers included estimates of Sahara 
mustard that could occur in an acre based on the plots (~33,000) and the number of 
native species ~142,000 for Crypthanta angustafolia.  
 
The number on diversity and individual species allowed us to make some connections 
with the volunteers on what might happen without interventions and how impact of 
pulling one plant can be quantified in terms of less available seeds for next year. The 
volunteers [also participated] in a card game designed to create discussion about the 
consequences associated with invasive plants. The volunteers spent the next 1.5 hours 
pulling Sahara mustard.   
 
I just want to add that I am blown away by the response and am looking forward to 
testing the REV concept with other restoration projects. Our REV team has a great 
working relationship and I couldn't be happier with the outcome. 
 
Thanks 
 
Josh Hoines 
Interagency Restoration Program Coordinator 
NPS Resource Management 
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PROJECT 2:  OFF-HIGHWAY VEHICLE GUIDE TO SAFE AND 
RESPONSIBLE RIDING IN CLARK COUNTY, NEVADA 
BACKGROUND 
The SNAP Board and SNAP Recreation Team have emphasized the need for educational outreach to 
promote responsible behaviors in off-highway vehicle (OHV) recreation. Assistance in meeting this 
need was the focus of Project 2 of Task 1. To this end, Project Manager Allison Brody (UNLV-PLI) 
collaborated with the SNAP Recreation Team and SNAP Educators to identify an appropriate scope, 
goals, and objectives for this project.   
 
The essential message to communicate was “Stay on Trails,” and it was agreed that an overview map 
showing where OHV recreationists can legally ride would be a key component to message delivery. 
The selected delivery tool was the development, design, and distribution of a publication titled Off-
Highway Vehicle Guide to Safe and Responsible Riding in Clark County, Nevada (the OHV 
Guide; see Attachment 1.2.A). This 11x17 full-color brochure would include a prominent motorized-
recreation-zone map of Clark County; information about the legal motorized recreation allowed in 
each zone; tips for riding responsibly and safely; and stewardship messages.  
 
In 2009, A. Brody facilitated a discussion between the Recreation Team Project Manager and the 
SNAP Education Liaison to establish and document the purpose, audience, and general messages of 
the OHV Guide. 
 
OHV Guide Purpose, Audience, and General Messages 
 
Purpose: To show trail locations, indicate the levels of use allowed within different areas (e.g., 
open, existing roads and trails, designated trails, no use), and influence riders to stay on trails. 
Audience: OHV riders ages 15-adult 
General Messages: 
1. Staying on the trail will protect the “right to ride.”  
2. Staying on the trail will provide a fun, adventurous experience. 
3. Staying on the trail will connect us (families, friends) and protect nature. 
4. Planning is in process and will change some areas and provide more information.   
5. Safety tips – first aid kit, be aware of the weather, etc. – basic tips. 
6. Regulations for the different zones (map side) – address racing.  
7. Las Vegas valley is closed because of air quality regulations (coordinate with Clark 
County). 
 
It was important to include the perspective of the audience in the design of the OHV 
Guide. Therefore, a front-end assessment was conducted in which opinions of Clark County 
OHV recreationists were collected and analyzed (see Attachment 1.2.B: Front-end 
Evaluation for an Off-Highway Vehicle Guide). Additional specific messages were also 
included in the OHV Guide based on the results of this front-end assessment. 
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OHV Guide Objectives 
 
OHV Users Will Know:   
 
• Areas to go 
• Safety tips 
• Fun, interesting facts about nature in Clark County 
• Travel management planning process 
• Regulations for the different zones  
• Air quality regulations 
• Population increase – role in management 
 
OHV Users Will Feel: 
 
• That their fellow riders (influential) are having a fun, 
challenging ride even though they are on the trail 
• A connection to nature – want to help protect it, want to 
be a steward, want to take responsibility to protect 
nature 
• Their right to ride is protected by staying on the trail 
 
OHV Users Will Do:   
 
• Stay on trails 
• Recognize signs and their meanings 
 
Following the establishment of the above elements, the OHV Guide was collaboratively2 designed, 
produced, and distributed (see ACCOMPLISHMENTS, below) with an accompanying distribution letter 
(see Attachment 1.2.C: Example OHV Guide Distribution Letter). Graphic design was completed by 
SNAP by visual media specialist Sarah Otero. It is important to note that because planning for OHV 
trails has not yet been completed for most public lands in Southern Nevada, detailed trail maps have 
not been included in the OHV Guide. SNAP views this guide as an interim product until OHV routes, 
trails and other recreation opportunities are identified, which will occur following the Bureau of Land 
Management Resource Management Plan revision. 
 
ACCOMPLISHMENTS 
 A front-end assessment was performed to inform the messaging and tone of the OHV Guide. 
 The OHV Guide was designed, produced, and distributed to OHV dealers, clubs, and city 
and county government agencies. Agency Law Enforcement rangers have copies on hand to 
hand out as needed, and an electronic copy is available at 
www.snap.gov/ohv/upload/OHV_brochure_web.pdf.  
 
ATTACHMENTS 
1.2.A  Off-Highway Vehicle Guide to Safe and Responsible Riding in Clark County, Nevada 
1.2.B Front-end Evaluation for an Off-Highway Vehicle Guide: An Evaluation Report 
1.2.C Example OHV Guide Distribution Letter 
                                              
2  Note that Partners in Conservation and local and regional agencies also contributed to the information provided in the OHV 
Guide in collaboration with SNAP and the UNLV Public Lands Institute. 
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PROJECT 3:  WILDERNESS EDUCATION PROGRAM 
BACKGROUND 
In 2009, the SNAP Wilderness Team requested the assistance of Project Manager Allison Brody 
(UNLV-PLI) and the SNAP Education Liaison to promote awareness of Southern Nevada’s Wilderness 
among a variety of audiences, including Clark County School District students. This project resulted in a 
two-part Wilderness Education Program titled, The Art of Nature: Wilderness Extension Program, 
designed for Clark County School District students. The program infuses natural history, fine arts, and 
science into wilderness education; it delivers SNAP messages and provides academic content while 
inspiring students to care for Nevada's Wilderness. The SNAP Wilderness Team agreed that this 
programmatic design is an effective means to promote awareness of Southern Nevada Wilderness 
areas and views it as helpful in developing future public land stewards.   
 
Wilderness Education Program Purpose and Audience 
 
Purpose: To foster a personal connection to Southern Nevada Wilderness, while imparting 
knowledge and skills needed to care for these special places.  
Audience: The program targets middle school students within the Clark County School District; 
with small adaptations, it is appropriate for grades 4-12.  
 
Wilderness Education Program Objectives 
 
1. Students will be able to define “Wilderness”  
2. Students will learn names and locations of several Southern Nevada Wilderness areas 
3. Students will be able to list appropriate activities that can take place in Wilderness 
areas 
4. Students will feel that Wilderness nourishes human’s mental and physical health 
5. Students will feel that Wilderness areas are important and worth protecting 
 
Following establishment of the Wilderness Education Program’s purpose, audience, and objectives, 
the program and its accompanying materials were developed (see Attachment 1.3.A: The Art of 
Nature Wilderness Extension Program). It uses the two integrated components described below to 
engage audiences, foster a deeper understanding and appreciation of Southern Nevada Wilderness, 
and meet each of the stated objectives.  
 
1. A multimedia presentation titled “The Art of Nature: Images from the Wildlands of 
Southern Nevada.” Created by Southern Nevada-based artist and naturalist Sharon 
K. Schafer, the presentation includes powerful images of Southern Nevada’s 
wilderness areas set to music. 
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2. Two education Extension Activities designed to create relevance and age-
appropriate, meaningful connections to the concept of Wilderness. Both activities 
reflect academic standards for Clark County School District. They were designed by A. 
Brody, A. Page, Sky McClain (SNAP Education), and S. K. Schafer to support the “Art 
of Nature: Images from the Wildlands of Southern Nevada” presentation.  
Activity 1 – Picture Sort: Students develop and discuss definitions and appropriate 
activities that can take place in Wilderness areas. 
Activity 2 – Value Pyramid: Students explore both societal and individual values 
associated with Wilderness. 
The Art of Nature Wilderness Extension Program was pilot tested during the 2010 Our Places Tell 
Stories conference (TASK 10) with approximately 30 teachers and informal educators. Teacher 
feedback led to adjustments and provided insight for the finalization of the Education Extension 
activities. The activities were further refined following a second pilot test involving four Clark County 
School District high school photography classes (94 students) in December 2010 (see Attachment 
1.3.B: Formative Evaluation of the Wilderness Education Program).  
 
Comprehensive instruction on how to deliver The Art of Nature Wilderness Extension Program was 
presented during a four-hour training course offered to SNAP Interagency Wilderness Stewards who 
wished to become program facilitators. Eight Wilderness Stewards participated. The Art of Nature 
Wilderness Extension Program was then delivered by these individuals and A. Brody and A. Page to 
22 different Clark County School District classrooms in April 2011, benefitting 507 students and 143 
teachers.   
 
ACCOMPLISHMENTS 
 A two-part Wilderness Education Program called The Art of Nature Wilderness Extension 
Program was developed, piloted, and revised. 
 An accompanying Training Course was designed and implemented, and SNAP Wilderness 
Stewards were trained to deliver The Art of Nature Wilderness Extension Program. 
 The Art of Nature Wilderness Extension Program was delivered to 650 students and 
teachers. 
 
ATTACHMENTS 
1.3.A The Art of Nature Wilderness Extension Program by UNLV Public Lands Institute, Southern 
Nevada Agency Partnership, and Skydance Studio 
1.3.B Formative Evaluation of the Wilderness Education Program 
 REV PROJECT FRAMEWORKS 
[1] 
 
REV PROJECT FRAMEWORKS 
FRAMEWORK  FOR  REV  EDUCATION  SESSION  I  
TOPIC 
Invasive Weed Removal 
THEME (Key Concept) 
Invasive weeds can change an entire ecosystem, including its fire regime, plant and animal 
communities, hydrology, and geomorphology.   
KEY QUESTIONS 
What is an invasive weed – aren’t all plants natural? Why is it important to remove invasive 
weeds? What weeds do we have in Southern Nevada? 
GOAL 
Participants will have the knowledge, skills, and motivation to prevent the spread of 
invasive weeds.   
OBJECTIVES 
Participants will: 
 Understand definitions of “native species,” “invasive species,” and “invasive weeds” 
 Understand the three legs of weed control:  prevention, early detection, and control 
 Understand the effects of invasive weeds on native plants and animals, soils, and 
hydrology 
 Visually examine and compare differences in communities with and without invasive 
weeds 
 Be able to identify common invasive weeds  
 REV PROJECT FRAMEWORKS 
[2] 
TENTATIVE SCHEDULE 
 
Time   Topic  Goal  Activity 
8:00   Welcome  o Introduce 
speakers/REV Team 
members   
o Introduce REV   
o Introduce Session 
Theme 
Talk
8:05 – 
8:20 
Introduction to 
invasive species 
Overall context Lecture (with photos to illustrate)
8:20‐
9:00  
Discover effects of 
invasive weeds 
o Identify plants, 
o measure densities,  
o compare differences  
Working in small groups, 
participants measure invasive 
weed densities along a transect 
using REV Invasive Weed Field 
Guide.   
9:00‐
9:20 
Discover effects of 
invasive weeds 
Impacts on ecosystem 
(including native plants, 
animals, fire regimes, 
hydrology, and 
geomorphology)  
Mustard Maneuvers activity 
9:20‐
9:40 
Managing invasive 
weeds 
Three legs of weed control Lecture (with photos to illustrate)
9:40 – 
10:00 
What I can do  Best practices for 
preventing the spread of 
invasive weeds 
Hand out and review checklist 
(with examples and photos) 
10:00 – 
12:00 
Invasive Weed 
Removal 
  Participants work with REV team 
members to pull invasive weeds.   
 
 REV PROJECT FRAMEWORKS 
[3] 
FRAMEWORK  FOR  REV  EDUCATION  SESSION  II  
TOPIC 
Road Removal and Restoration 
THEME (Key Concept) 
Roads have affects on wildlife, vegetation, and soil.   
KEY QUESTIONS 
How are plant and animal communities affected by roads?  How are soils affected?  How are 
decisions made about which roads to remove and restore?  How are roads removed and 
restored? 
GOAL 
Participants will have the knowledge, skills, and motivation to prevent erosion from road 
and trail use.  
OBJECTIVES 
Participants will: 
 Understand the effects of roads on native plants and animals, soils, and hydrology 
 Visually examine and compare differences in communities with and without roads 
 Understand the fundamentals of road removal and restoration 
 Be able to identify common native plants  
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TENTATIVE SCHEDULE 
 
Time   Topic  Goal  Activity 
8:00   Welcome  o Introduce 
speakers/REV Team 
members   
o Introduce REV   
o Introduce Session 
Theme 
Talk
8:05 – 
8:20 
Introduction to 
restoration and roads 
Overall context  Lecture (with photos to illustrate)
8:20‐
9:00  
Discover effects of 
roads 
o measure compaction, 
o assess plant damage 
o compare differences  
Working in small groups, 
participants measure compaction 
using a penetrometer, assess plant 
damage using the REV Disturbance 
Assessment Index, and visually 
compare differences with a 
roadless area using the REV 
common plant ID guide   
9:00‐
9:20 
Soils  Understand role of soils in 
ecosystem health, erosion 
control, and hydrology 
Lecture (with photos to illustrate)
9:20‐
9:40 
Responsible use of 
roads 
Understand the 
consequences of different 
OHV driving practices 
Trail Tactics
9:40 – 
10:00 
What I can do  Best practices for 
preventing erosion from 
road and trail use 
Hand out and review checklist 
(with examples and photos) 
10:00 – 
12:00 
Road removal and 
restoration 
  Participants work with REV team 
members to restore a road 
(decompact soil, vertical mulch, 
plant native species).   
12:00  Sign up for follow‐up 
road restoration 
event 
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FRAMEWORK  FOR  REV  EDUCATION  SESSION  III  
TOPIC 
Seed Collection 
THEME (Key Concept) 
Following certain events, such as fire or the removal of an illegal road, restoration requires 
revegetation using native species grown from seeds collected from the area. 
KEY QUESTIONS 
How are native seed banks affected by certain destructive events? What types of native plants 
are best for seed collection? How many seeds should be collected? 
GOAL 
Participants will understand the role of native plant seeding in restoration efforts.  
OBJECTIVES 
Participants will: 
 Understand the fundamentals of seed collection, native plant nurseries, and revegetation 
 Visually examine and recognize viable seeds 
 Understand the ecology of seed banks 
 Be able to identify common native plants  
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TENTATIVE SCHEDULE 
 
Time   Topic  Goal  Activity 
8:00   Welcome  o Introduce speakers/REV 
Team members   
o Introduce REV   
o Introduce Session Theme 
Talk 
8:05 – 
8:35 
Tour of native plant 
nursery  
Overall context   Tour (with photos to illustrate) 
8:35‐
9:00  
Biology of flowers, 
fruits, and seeds 
o Examine flowers and 
fruits 
o Examine seeds to identify 
viable seeds 
Working in small groups, 
participants examine various flowers 
and fruits (real plants, photos, and 
models), and assess seeds to 
determine if they are viable  
9:00‐
9:20 
Fundamentals of seed 
collection and 
revegetation 
Understand how to collect 
native seed and role of 
revegetation using native 
plants 
Lecture (with photos to illustrate) 
9:20‐
9:45 
Ecology of seed banks  Understand natural seed 
banks, effect of climate and 
weather, and their effect on 
native communities 
Activity 
9:40 – 
10:00 
Native plant ID  Learn to identify common 
flowering plants 
REV Common Native Plant ID Guide 
10:00  Sign up for follow‐up 
native seed collection 
event 
(or does this take place the 
same day?) 
Participants work with REV team 
members to collect native seeds    
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Introduction 
In Southern Nevada four federal land management agencies collaborate on projects to protect 
resources and promote stewardship. One innovative effort of this partnership combines the 
strengths of Restoration scientists, environmental Educators and Volunteer coordinators to 
create a model for providing opportunities for citizens to engage in meaningful stewardship 
activities.  Key components of the REV model include personalized recruitment efforts by 
volunteer coordinators, carefully selected restoration projects and project based education 
activities. 
Personalized Recruitment Efforts 
The Interagency Volunteer Program maintains a database with the electronic contact 
information for thousands of current and prospective volunteers of the four federal agencies. 
Typical event recruitment efforts involve sending a monthly newsletter announcing upcoming 
events to these individuals.  To encourage a continual commitment to the multi-staged REV 
events, REV team members decided that targeted recruiting was essential.  After restoration 
scientists selected a plant restoration project, the volunteer coordinators reached out to the 
Native Plant Society and local gardening groups in a targeted recruitment effort. As the series of 
REV events progressed, previous participants were personally contacted and encouraged to 
attend upcoming events. This facilitated opportunities for the volunteers to experience the 
satisfaction that comes from being involved in all phases of a restoration project. 
Carefully Selected Restoration Projects 
Many resource managers and scientists seem troubled by using volunteers in research projects.  
While volunteers are not appropriate for every restoration project, there are many projects that 
can enhance stewardship and assist resource managers in meeting their goals.  Resource 
projects, when properly explained, convey a stewardship message and energize participants.   
Traditionally, when resource projects are identified the project manager has developed the 
outreach, message, and plan implementation.  However, the REV approach collaboratively 
aligns Resource, Education, and Volunteer programs.  The Restoration team plays a crucial role 
by selecting an appropriate project. These scientists must consider multiple factors in their 
selection process.  As the REV model progressed, restoration scientists developed a list of tips 
for resource managers interested in reaching out to volunteers to enhance citizen stewardship. 
Tips for resource professionals 
 Be selective when choosing volunteer projects.  Only a small percentage of projects are 
appropriate for volunteers.  After classifying projects as possible volunteer events, 
Resource Managers must consider climatic variation; importance; quantity and quality of 
work; and project safety and logistics.  These four factors are imperative for successful 
REV projects.   
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 Climatic variations that impact resource project planning include seasonality and 
weather which combine to affect the phenology (life-stage) of plants.  When dealing with 
native plant resources timing is crucial for the success of many projects.   
 The work of the volunteers needs to be meaningful, not just busy work.   
 The amount of work to be done must match the allotted time frame and available labor.   
 Many resource professionals contend that quality suffers when you use volunteers.  
Given this perception it is more important for the Resource professional to identify 
conspicuous plants, those not easily misidentified and detailed instructions given.  
Professionals and volunteers alike must adhere to certain standards. But the scientists 
must clearly articulate the importance and need for detailed work.   
 Last, and most importantly is safety.  Often, the actual fitness of volunteers in not known 
until they arrive at the event, making work with volunteers in remote or wilderness 
settings challenging.  Safety plans, briefs, and one trained staff for every 6-10 volunteers 
is essential.  
 
Project Based Education Activities 
The final piece of the REV model is environmental education. The education component is 
important to REV projects because it provides volunteers with baseline knowledge of the 
resource and helps them understand the importance of their stewardship activities. Restoration 
team scientists provided background information to the Education team on the species involved 
in the project to ensure the education activities were accurate and appropriate for the project, 
appropriate for the location, and appropriate for the timeframe of the volunteer event.  
The information the Education team receives from the scientists is extremely valuable. It 
enables the educators to communicate the main goals and objectives of the event to the 
volunteers. The result of the education component of a REV event is for the volunteers to 
understand: Why are we doing this? Why is it important?  and Why should I care about this type 
of project? 
When developing educational activities for a REV event, consider the following:  
 When smaller children volunteer engage older siblings and parents as mentors to 
involve all volunteers in the activity 
 Select activities that can be delivered at a general level and a more advanced level so 
that it can be adapted easily based upon the knowledge the volunteers already have 
about the resource.  
 Develop activities that build upon previous REV events since volunteers are encouraged 
to participate in all stages of the restoration project. However, each activity must also be 
able to stand alone since there will be new volunteers at each event.  
 Determine what the guiding educational question for the overall restoration project is. 
For example if the restoration event involves volunteers substituting for a link in a life 
cycle the question might be: How does the life cycle of plants effect animals in the 
desert?  
 Consider the location of the event when developing activities. Picnic tables are easier to 
work with for a trivia type or jeopardy style activity. Open space allows for role playing 
activities where more ‘room’ is needed.  
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 With the volunteer coordinators running the registration process, educators can use the 
sign-in time to meet and greet the participants. This time is critical to the ability to adapt 
the activity to fit the needs of the specific volunteers.  
 
 
Conclusion 
This model for REV events is based on the concept of divide and conquer. Each team focuses 
on their unique role in the event to ensure success. Volunteer coordinators recruit and register 
volunteers, restoration scientists select projects, gather supplies and provide background 
information and environmental educators develop and deliver flexible activities that provide 
context and multiple opportunities to help volunteers understand the significance of their efforts. 
 
References  
Leopold, C.A. 2004. Living with the Land Ethic. Bioscience. Vol. 54:2. pp149-154. 
Mills, I., W.C. Sullivan and F.E. Kuo. 2000. Psychological Benefits of Volunteering for Restoration 
Projects.  Ecological Restoration. Vol. 18:4. pp218-227. 
REVolution: 
 
 
Feb. 25 
5 
Contact Information 
Author Name Joshua D. Hoines 
Professional Title Interagency Restoration Program Coordinator 
Organization Southern Nevada Agency Partnership 
Street Address 601 Nevada HWY 
City, State, Zip Boulder City, NV 89005 
Country (if outside the USA) 
Phone number 702-293-8913 
Fax number (where applicable) 702–293-8624 
E-mail Address josh_hoines@partner.nps.gov, josh_hoines@fws.gov 
 
Author Name Amanda Rowland 
Professional Title Education Specialist 
Organization Southern Nevada Agency Partnership 
Street Address 601 Nevada HWY 
City, State, Zip Boulder City, NV 89005 
Country (if outside the USA) 
Phone number 702-293-8913 
Fax number (where applicable) 702–293-8624 
E-mail Address amanda_rowland@nps.gov 
 
Author Name Elizabeth R. Barrie, Ph.D. 
Professional Title Interagency Volunteer Program Project Manager 
Organization University of Nevada Las Vegas Public Lands Institute 
Street Address 4505 S. Maryland Pkwy 
City, State, Zip Las Vegas, NV 89154-2040 
Country (if outside the USA) 
Phone number 702-895-5837 
Fax number (where applicable) 702–895-5166 
E-mail Address elizabeth.barrie@unlv.edu   
 
Author Name Allison Brody, Ph.D. 
Professional Title Conservation Education and Interpretation Project Manager 
Organization University of Nevada Las Vegas Public Lands Institute 
Street Address 4505 S. Maryland Pkwy 
City, State, Zip Las Vegas, NV 89154-2040 
Country (if outside the USA) 
Phone number 702-895-5037 
Fax number (where applicable) 702–293-8624 
E-mail Address josh_hoines@partner.nps.gov 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This page intentionally left blank. 
OHV Guide Front‐End Evaluation 
[1] 
FRONT‐END EVALUATION FOR OFF‐HIGHWAY VEHICLE GUIDE 
BACKGROUND  
As a best practice for sensitive resource management and conservation, Southern 
Nevada Agency Partnership (SNAP) Agencies would like off‐highway vehicle (OHV) 
recreationists to use OHVs only on designated routes, trails, and washes. Experience 
and anecdotal observation indicate that some OHV recreationists ride on trails all the 
time, while others do not. Individuals that always stay on trails are complying with what 
SNAP has indicated is a best practice, while those that at least sometimes ride off‐trail 
are not complying with this best practice.   
University of Nevada, Las Vegas Public Lands Institute UNLV‐PLI assisted in meeting 
SNAP’s need for information about OHV best practices in a format for general audiences. 
To develop materials that would effectively promote and influence this behavior, it was 
important first to understand how representative local OHV users currently think about 
staying on trails. With this information, the design of an OHV Guide for Clark County, 
Nevada could incorporate messages that are both relevant and compelling to local 
riders, and be most likely to influence their decisions in OHV recreation. 
Education in the Environment Project Manager Allison Brody (UNLV‐PLI) used the 
guide “Promoting Persuasion in Protected Areas” (Ham et al, 2007), which details an 
approach with documented success for creating compelling and influential messages. 
This approach relies on creating a survey instrument used to help determine why some 
people make the choice to stay on trails, while others choose not to do so.    
METHODS  
Process for Understanding What OHV Users Believe  
1. A survey instrument was designed as recommended in the guide “Promoting 
Persuasion in Protected Areas” (Ham et al. 2007). 
2. Due to federal Office of Management and Budget (OMB) constraints, 
volunteers were recruited to deliver the survey instrument. The SNAP 
Recreation Team supported using volunteers from the non‐profit 
organization “Partners in Conservation” (PIC), based in Moapa, Nevada.   
3. PIC collected responses from fifteen OHV users from the towns of Moapa 
(NV) and Logandale (NV) in March and April 2009.      
4. The responses were grouped according to common themes. 
5. Common themes were examined and overall messages were identified and 
recommended for use in the final OHV Guide. 
OHV Guide Front‐End Evaluation 
[2] 
RESULTS  
Summary of Questions and Responses 
This section tabularizes responses, combining those that contain similar concepts. 
Yellow highlighting indicates the top responses to each question. The complete list of all 
survey responses (or raw data) is included in Appendix 1. 
Question 1: What do you see as the advantages or good things that could occur by 
riding on a marked trail today? 
Summary of Responses  Number of Respondents 
Keeps me from getting lost/It keeps me 
safe/from getting into trouble/comfortable 
10  
It is the right thing to do  3 
It will keep BLM Happy/it’s the law/supposed 
to do it 
2 
Beautiful scenery/will take me to neat places  2 
Off‐road tracks are not attractive  1 
There are too many people to go everywhere  1 
Easier for groups to stay together  1 
 
Question 2: What do you see as the disadvantages or bad things that could occur 
by riding on a marked trail today? 
Trails are boring/Takes away from the 
adventure, fun/trails are slower/trails aren’t 
as challenging 
6  
It concentrates use/there aren’t enough 
trails/crowds/user conflicts 
4 
Nothing/there are no disadvantages  3 
There isn’t enough informational signs  1 
Trails may not take you where you want to go  1 
Trails that don’t have enough signs can be 
confusing – don’t know where you will end up 
1 
It is what good land stewards do  1 
 
Question 3: Who (individuals or groups whose opinions you consider personally 
influential) do you think would support or approve of you riding on a marked 
trail today? 
Everybody/most people/adults  10 
BLM/rangers/land managers/the government  5 
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Southern Nevada Trails Partnership  1 
Environmentalists  1 
OHV club  1 
 
Question 4: Who (individuals or groups whose opinions you consider personally 
influential) do you think would object or disapprove of you riding on a marked 
trail today? 
Environmentalists/people who want 
wilderness everywhere/don’t want people 
enjoying the land/want a reason to ban 
OHV/don’t believe in multiple use/people that 
hate OHV 
8 
No one  4 
People that don’t understand that need to be 
good land stewards 
1 
Old‐timers that think that trails make the 
desert too urban 
1 
 
Question 5: What things make it easy for you to ride on marked trails? 
Signs and maps  12 
Parking areas/parking lots where you can 
turn around/places to unload 
4 
Room to turn around at the end of a trail  3 
Trails that have loops  2 
Variety/lots of trails/don’t feel like you are on 
a sidewalk 
1 
Picnic areas  1 
Hiking   1 
Shopping  1 
 
Question 6: What things make it difficult for you to ride on marked trails? 
Not enough signs/not knowing what’s 
ahead/not enough information/feeling like 
you are lost 
9 
Lack of variety/not having enough trails  3 
Nothing  2 
Trails that are washed out  1 
Not wanting to do the right thing  1 
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Too many people  1 
Too much trash  1 
I want to follow people that have gone off‐trail  1 
 
The messages that were identified as most likely to be successful in influencing riders to 
stay on trails were: 
1. Staying on‐trail can result in an adventurous experience. There are many 
opportunities for on‐trail adventures in Southern Nevada. 
2. The OHV Information Guide provides information on where to ride; there are 
health‐related reasons for why OHV users are not allowed to ride everywhere. 
These recommendations were passed on??? the SNAP Education Liaison and the SNAP 
Visual Media Specialist. 
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Appendix 1 
Survey  Responses:    Asking  OHV  Users  about    
Riding  On  and  Off­trail  
 
Collected by Partners in Conservation (PIC), March‐April 2009. 
BEHAVIORAL BELIEF RESPONSES 
Respondent 
# 
Q.1 What do you see as the 
advantages or good things that 
could occur by riding on a market 
trail today? 
Q.2 What do you see as the 
disadvantages or bad things that 
could occur by riding on a market 
trail today? 
1  It keeps you from getting lost.  
Gives you confidence to know 
where you are – eliminates reasons 
for climbing a hill to see where you 
are 
nothing 
2   Keeps BLM happy.   
 Well, it’s really the right thing 
to do. 
No disadvantages. 
3  You know where you are  Maybe some people might think it 
is boring – especially if the trail 
isn’t challenging.  That is why some 
go off‐trail – it’s more challenging 
and not so boring. 
4   Not getting lost.   
 You are not so likely to get in 
trouble (lost; washed‐out road; 
OHV break‐down and no one 
knows where you are). 
It takes away from the adventure – 
the fun.  It is fun to go exploring 
and to make your own trail.   
5   I know it’s a good, safe trail.   
 I feel comfortable taking my 
family because of safety issues. 
Too many on trails – everyone is in 
the same place. 
6   It’s the right thing to do now‐
adays.   
 There are too many people to 
just let people go everywhere. 
If there aren’t many trails – then it 
gets boring – if there are plenty of 
interesting trails, there is no 
problem. 
7  You don’t get lost.  It concentrates use – especially if 
there isn’t enough trails. 
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8  Easier for groups to stay together   Trails aren’t as much fun as just 
going where you want.   
 It’s funner to go fast – climb 
hills – go over natural terrain.  
We need areas set aside to do 
this and we need them 
everywhere. 
9   The scenery is more beautiful.   
 Tracks off‐road are not 
attractive.   
 Unloading or leaving a campsite 
shouldn’t count as off‐road. 
 Maybe you can’t get to a place 
you want to go (no specifics) 
but usually there are plenty of 
roads.   
 When they close roads I still 
want to go on them. 
10  Not getting lost.  Crowds 
11  Keeps me in my comfort zone.   I 
feel like I won’t get lost or end up 
somewhere different than what I 
thought 
 No disadvantages.   
 But there is never enough 
information – like plants, 
history – I want to know more 
so besides directional signs we 
need information signs. 
12  You can just enjoy the ride – the 
day because the trail is there – you 
just follow it and don’t have to 
worry about anything 
Not enough signs so you get 
confused on the side roads or at 
intersections or you don’t know 
where the trail ends up. 
13   People don’t get lost.   
 Some trails to neat places. 
 Well, trails can be slower and 
more boring.   
 We need OHV motorcycle areas 
were we can [tear?] it up 
14  It’s the law – or at least it’s what we 
are supposed to do 
Kids won’t more unstructured 
areas to ride – to play – they want 
challenges – and to go fast – trails 
aren’t set up for that 
15  Since it’s marked – if we had maps 
– we could plan ahead – if you can 
plan ahead, you can tell people 
where you’ll be 
User conflict if trails are heavily 
used 
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NORMATIVE BELIEF RESPONSES 
ID  Q.3 Who (individuals or groups whose 
opinions you consider personally 
influential) do you think would support 
or approve of you riding on a marked 
trail today? 
Q.4 Who (individuals or groups whose 
opinions you consider personally 
influential) do you think would object 
or disapprove of you riding on a 
marked trail today? 
1   Everybody should –  
 but they (trails) must be marked – 
signs should be at every intersection
People who don’t believe in multiple 
use.  People who want everywhere to 
be wilderness. 
2  The BLM  Wilderness people, they want us to 
screw up and ride off the trails so that 
they can lock up more land. 
3  Well, it should make the BLM happy  Why would anyone object to staying on 
trails. 
4  Shouldn’t everybody  Tree huggers—they want to go off‐road 
so they can use that to close a place 
down 
5  Everyone should because staying on 
trails is what good land stewards do. 
People that don’t understand the need 
to be good land stewards. 
6  Everyone in their right mind.  No one – in their right mind. 
7  SNRTP – Southern Nevada Trails 
Partnership 
The Sierra Club – they don’t like trails 
because of the impact all that use in one 
place creates. 
8   Adults;  
 the government. 
No one really – just because we would 
rather go anywhere doesn’t mean 
anyone would object to riding on trails. 
9   Most people, especially 
environmentalists.   
 I do it because it is right – I don’t 
particularly care what others think – 
I mean I wouldn’t do it just to 
impress others. 
Who would think that? 
10  Normal Americans  City slickers – they don’t want anybody 
enjoying the land 
11  OHV club – DAT only rides on approved 
trails. 
Old‐timers who think trails make the 
desert too urban 
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12  Everyone  People who hate ATVs, motorcycles 
13   The BLM –  
 everyone 
Environmentalists – that don’t want us 
riding at all 
14   Everyone –  
 rangers –  
 the land managers 
Extreme environmentalists who want 
motorized recreation banned 
15  n/a  The people that disapprove – that’s 
who the BLM should go after 
 
CONTROL BELIEF  
ID  Q.5 What things make it easy for you to 
ride on marked trails? 
Q.6 What things make it difficult for you 
to ride on marked trails? 
1  Signs.  Signs, signs, signs.   Nothing makes it –  
 not enough signs or signs 
improperly placed would make it 
difficult.   
2  Parking lots where trails are.  Big 
parking lots so trailers can turn around. 
 Not enough signs.   
 Trails that are washed out. 
3   Information – kiosks – information 
about what is at the end of a trail.   
 Maps, of course – and signs – 
positive signs. 
No information – where am I? 
4  Signs and maps  Other people going off the trails.  I want 
to follow them – or go off the trail 
myself.   
5  Maps – why are there no maps – it 
drives me crazy. 
Nothing – except no maps. 
6   Trail systems are great with looped 
trails  
 and all the information for you 
Not knowing where trails go 
7  Signs and maps.  Maps and signs.     A very limited number of trails.   
 All the trails are in the same terrain 
– scenery. 
8   Places to unload motorcycles.   
 Places to turn around at the end of 
the trail. 
Too many people 
9   Signs – maps –  
 enough roads and trails so that 
No maps, no signs – how do I know?  
Sometimes I don’t know . . . . It is 
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there is a lot of variety  sometimes hard to tell where a road or 
trail really ends because maybe 
someone has driven farther – how do I 
know – so is it OK to go farther or not? 
10  Knowing what’s ahead  Not knowing what’s ahead 
11   Kiosks –  
 parking areas,  
 picnic areas,  
 places for groups to shop along the 
way  
 and hike around a bit –  
 room to park and turn around at the 
end of a trail –  
 but looped trails are much better. 
Not enough information – we also need 
maps – maps that you can take with 
you, not too big. 
12   Lots of trails for variety  
 and so it doesn’t feel like you are 
riding on a sidewalk.   
 Places to turn around at the end  
 and to park at the beginning 
Not having lots of trails.  No variety – 
trails are boring – they need to go over 
interesting land – not flat – straight and 
not a bunch of dust. 
13  Knowing where the trail goes.  What’s at 
the end of the trail. 
 It (trails) are boring – straight.   
 Sometimes I just hate doing 
something because it is the right 
thing to do even though I know it is 
the right thing to do. 
14  Signs – information maps  More people using trails means some 
people leave their trash and I hate 
seeing trash. 
15  Maps and signs   No maps, no signs.  It’s no fun to feel 
like you’re lost – or at least 
confused. 
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601 Nevada Way 
Boulder City, Nevada 89005 
November 19, 2010 
John Willis 
City of Mesquite, Planning Department 
10 E. Mesquite Blvd 
Mesquite, NV 89027 
Dear Mr. Willis: 
The Southern Nevada Agency Partnership (SNAP) is pleased to release the OHV Guide for Clark County, 
Nevada, completed in collaboration with the UNLV Public Lands Institute, Partners in Conservation, and 
many local and regional agencies. This brochure is a first step in answering the question, “Where can I 
ride?” and provides an overview map of OHV opportunities in southern Nevada.   
 
Since planning for OHV trails has not yet been completed for most public lands in southern Nevada, 
detailed trail maps have not been included in the OHV Guide. This is an interim product until OHV 
routes, trails and other recreation opportunities are identified, which will occur following the Bureau of 
Land Management Resource Management Plan revision. The map in the OHV Guide is also available 
online at snap.gov/ohv, and interactive Google maps will be available in the near future. 
 
For more information, please contact the Bureau of Land Management at 702-515-5000. Thanks for your 
support in encouraging responsible recreation on public lands in our community. 
 
Sincerely, 
 
 
 
 
Stephanie Phillips 
Deputy Supervisor, Humboldt-Toiyabe National Forest 
Chair, Southern Nevada Agency Partnership 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This page intentionally left blank. 
University of Nevada, Las Vegas • Public Lands Institute 
Southern Nevada Agency Partnership 
Skydance Studio 
The Art of Nature Wilderness Extension Program 
January 1, 2011 
 
 
The Art of Nature Wilderness Extension Program 
 
Southern Nevada’s Wilderness can be presented in a dramatic fashion, evoking emotions in 
students. These emotions have the ability to both inspire and motivate.  
Connecting to students’ emotions is a powerful way for teachers to meet curricular 
objectives. Emotional connections allow students to find relevance, become excited about 
learning, and appreciate the natural world that surrounds them.  
Utilizing an integrated approach, this Wilderness Extension Program uses the visual arts as 
a gateway to engage students, followed by several activities that are designed to lead 
students to a deeper understanding and appreciation of science, nature, and Wilderness.  
This two‐part Wilderness Education Program includes: 
 A stunning presentation by a local artist that reveals the hidden beauty of 
Southern Nevada’s wilderness areas; 
 Two extension activities that connect to academic standards; allow students to 
discover what Wilderness is and what it is not; and how we benefit from having 
Wilderness   
 
Who Should Participate? 
 6th grade Life Science students and teachers 
 9th grade Principles of Science students and teachers 
 Elementary teachers using the 5th grade Environment FOSS kit 
 Other interested teachers (5th ‐12th grade suggested) 
 
Who is offering the Art of Nature Wilderness Extension Program? 
This program is offered through a partnership among the Southern Nevada Agency 
Partnership, the UNLV Public Lands Institute, and Skydance Studio. 
 
Where is the Art of Nature Wilderness Extension Program offered? 
The Art of Nature Wilderness Extension Program will be offered primarily in school 
settings. The presentation portion will most likely be offered in school assembly programs. 
The Extension Activities will be conducted in individual classrooms following the multi‐
media presentation.  
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The Art of Nature Wilderness Extension Program 
Goals and Objectives 
 Be able to define Wilderness  
 Have increased awareness about southern Nevada wilderness areas  
 Be able to describe Wilderness values, characteristics, and appropriate activities in 
Wilderness areas  
 Feel that wild places nourish human’s mental and physical health 
 Feel that Wilderness areas are important and worth protecting 
 
I. Extension Activity:  Picture Sort 
 
Question:  What did you think about Sharon Schafer’s presentation?  What did you 
like?  What did you connect with?  Did you have a favorite picture?  A favorite 
Wilderness area? 
 
Question:  What do you think Wilderness is?   
 
The facilitator introduces the activity by explaining that government agencies can manage 
land for different categories of public good. For example, specific areas might be managed 
in terms of the recreation value that they hold, or because of their conservation value. Some 
areas are deemed to have Wilderness characteristics. To be designated as Wilderness, the 
land must meet certain criteria.  
 
The class is divided into groups. Each group is tasked with choosing those pictures that 
seem to best represent Wilderness. For each picture, the group must decide if the activities 
or actions or images represented could happen on Wilderness, or best represent 
Wilderness. If yes, they are placed into the ‘Wilderness pile.’ If not, they are placed into the 
‘Not Wilderness pile.’ 
 
When students view the pictures they are able to make decisions based on the knowledge 
that Wilderness is protected and that managers look for as little impact as possible. 
After each group finishes sorting, students participated in a discussion about how they 
made their decisions about the pictures.  
Students then come up with a definition of Wilderness based on their impressions. The 
facilitator then goes through a power point presentation of each picture, facilitating a 
discussion about what Wilderness is and is not, and the types of experiences that can be 
expected, appropriate activities in Wilderness areas, and their value. 
When all the pictures have been discussed, students are asked to describe or sum up their 
understanding of what Wilderness is.  
The Art of Nature Wilderness Extension Program 
January 1, 2011 
 
Characteristics of Wilderness include: 
 The plants and animals that live there – the native wildlife, the natural vegetation, 
the natural processes, the scenic quality – should be fundamentally intact 
 The experience of nature should be intact, with personal challenge and discovery; 
recreation and use of primitive skills 
 Should feel that you are part of something larger than yourself; interconnected. Just 
as the Statue of Liberty is filled with symbolic meaning, so is Wilderness. 
The facilitator shares the actual definition and legislation.  
 
II. Extension Activity:  Value Pyramid 
 
The facilitator can introduce the activity by saying:  “Think back to Sharon Schafer’s 
presentation. In addition to these places being beautiful, they have other values and 
benefits as well. “  
Question:  Why do you think Wilderness is important? 
Students complete a value pyramid in which each individual student assigns personal value 
to all the possible benefits of a Wilderness area. This activity reveals how everyone places a 
different value on Wilderness and what they can get from Wilderness. 
One important job of land managers is to make sure the land is protected and people’s 
values are taken into account in a balanced way. Benefits are tied to: culture, ecosystem 
services, biodiversity, recreation, aesthetic, and scientific research.  
“In conclusion – living in Las Vegas you live in a really unique place – what other major 
metropolitan area is surrounded by such immense expanse of natural spaces protected for 
you and future generations?  These places are important for their aesthetic values, for the 
ecosystem services we gain from them, from the health benefits we gain from them, and for 
the wildlife and cultural resources that are protected when we protect the land. There are 
people trying to get the word out about these places and how they are protected, so that is 
why we were with you today – thanks!” 
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Promoting Dialogue – PART 1:  QUESTIONS 
 
From:  the Nevada State Certification in Environmental Education & Interpretation 
program 
The best learning situations are those that foster active participation, which can be 
encouraged by:  (1) asking the right questions and (2) utilizing skills that increase 
involvement. After your theme and objectives are established, use these techniques to 
promote dialogue and encourage participation. Remember to keep Bloom’s Taxonomy in 
mind to ensure you are aiming for the right cognitive level in your outcomes and 
discussion. 
 
Types of Questions 
Open Questions 
Designed to provide an opportunity for all persons to 
answer and to obtain a body of information upon which to 
focus later on. They are completely free of the element of:  
“Guess what’s on my mind!”   
EXAMPLE:  WHAT HAVE YOU NOTICED ABOUT PLANTS ALONG THIS 
TRAIL? 
Focus Questions 
Designed to focus thought on specific, observable things. 
EXAMPLE:  IS THERE SOMETHING THAT ALL THESE PLANTS HAVE IN 
COMMON? 
Comparative Questions 
Designed to compare, contrast, and seek logical 
relationships between specific points brought out in the 
focus questions. The participant is asked to express an 
inferred relationship based on observation. 
EXAMPLE:  HOW ARE THESE PLANTS DIFFERENT THAN WHAT YOU 
MIGHT IN A FOREST? 
Capstone Questions 
Designed to obtain conclusion and ensure that learning is 
internalized and processed – these types of questions can 
take the learning beyond the mere presentation of the 
outcome. 
EXAMPLE:  WHAT MIGHT HAPPEN IF GLOBAL CLIMATE CHANGE 
RESULTED IN THE MOJAVE RECEIVING MORE RAINFALL? 
Bridge Questions 
Designed to introduce a new idea – to make a connection 
between what the participant knows and can imagine with 
the new concept. 
EXAMPLE:  HOW WOULD THIS AFFECT THE ANIMALS THAT LIVE HERE, 
SUCH AS THE DESERT TORTOISE? 
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The Art of Questioning 
Knowledge Questions 
Recalling facts, terms, classifications, methodologies, 
theories, etc. 
EXAMPLE:  NAME THE PLANTS YOU SEE ON THE NORTH SLOPE OF THE 
MOUNTAIN. 
Comprehension Questions 
Understanding the literal meaning. 
EXAMPLE:  EXPLAIN HOW AND WHY THE NORTH AND SOUTH SLOPES 
OF THE MOUNTAIN ARE DIFFERENT. 
Application Questions 
Applying concepts and principles to new situations. Making 
use of known information and showing ability to use it 
correctly in new situations.  
EXAMPLE:  COMPARE THE NORTH SLOPE HERE WITH WHERE YOU LIVE.
Analysis Questions 
Breaks down the material and recognize structure and 
organization, detect relationships among material. 
EXAMPLE:  READ THIS PLAN FOR A TRAIL ON THIS MOUNTAIN. WHY IS 
IT A GOOD PLAN? BAD PLAN? 
Synthesis Questions 
Forming a unique whole in a new way. Creating new 
relationships among material elements.  
EXAMPLE:  DEVELOP DESCRIPTIONS OF MOUNTAINS ON A DIFFERENT 
PLANET. 
Evaluation Questions 
To judge the value of ideas, works, solutions, methods, and 
materials. 
EXAMPLE:  DO YOU THINK WE SHOULD BUILD A TRAIL ON THIS SLOPE 
OF THIS MOUNTAIN? JUSTIFY YOUR ANSWER. 
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Promoting Dialogue – PART 2:  INCREASING PARTICIPATION 
 
From:  The Nevada State Certification in Environmental Education & Interpretation 
Program 
Your objective here is to: 
 get people to participate without calling on them directly (thus putting them on 
the spot);  
 manage the talking time so each individual has a chance to share; 
 help participants to clarify the meaning of their response; 
 remain neutral so that participants can’t tell what your own personal opinion is; 
and 
 establish a non‐threatening climate for discussion. 
 
A.  Skills for Increasing 
Participation* 
B.  Skills for Obtaining 
Meaning* 
C.  Skills which Hinder 
Participation* 
 Accepting 
 Supporting 
 Encouraging 
 Handling errors 
 Non‐verbal 
 Group Arrangement 
 Focus 
 Refocus 
 Clarifying meaning 
 Extending 
 Lifting 
 Time to Think 
 Polly parrot 
 Unequal rewards 
 Unclear instructions 
 No wait time 
 Imposing values 
 Yes/No Questions 
*Examples follow 
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A. Skills Which Promote Participation and Contributions 
Discussion Skill  Purpose  Example 
Accepting 
 Accept response with similar frequency 
from all participants.  
 Promotes participation regardless of 
gender, etc. 
 Makes people feel all responses are 
acceptable. 
 All responses accepted in non‐judge‐
mental manner. 
 “Alright, Sue.” Nod head in 
acceptance of response. 
 “Thank you” 
 “OK” 
 “Good” 
Supporting 
 Helps support persons having problems 
expressing themselves. 
 Assists persons to feel a worthwhile 
member of group. 
 Supports people whose every comment 
is attacked by someone. 
 Supports people who offer irrelevant 
information on first attempt. 
 Helps to redirect group’s attention to 
persons normally overlooked by the 
group.  
 “Let John tell it his way.” 
 “Take a minute to think about 
it.” 
 “Your comment relates to 
what John said.” 
 “Go ahead, express it anyway 
you can.” 
 “Did everyone hear Sally’s 
suggestion?” 
Encouraging 
 Encourages those people who are 
reluctant to say anything to contribute to 
the discussion. 
 Assists persons to feel a worthwhile 
member of group. 
 Develops feeling or climate that each 
person can contribute thoughts and 
ideas. 
 “Does anyone have anything 
to add?” 
 “We’d like to hear from some 
of you who haven’t said 
anything yet.” 
 “Has everyone had a chance to 
say what they think?” 
Handling 
Errors 
 This is a delicate and important skill. If 
used properly, this skill can help the 
group grow in understanding without 
embarrassment to anyone. 
 Avoids humiliation or awkwardness to 
that participation does not dry up. 
Supports the participation, but not the 
incorrect answer. 
 The idea is to get wrong responses out in 
the open in a positive way – so they can 
be corrected. 
 “Thank you, John – what kind 
of information would we need 
to check out your theory?” 
 “Would you explain what you 
just said?” 
 “How do the rest of you feel 
about that?” 
 “Maybe we can find out about 
that later.” 
 “Are there any other points of 
view?” 
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B. Skills that Contribute to Completeness and Relevancy of the Topic 
Discussion Skill  Purpose  Example 
Extending 
To obtain as much information as possible 
about the subject being discussed. This 
might include looking for explanations, 
additions, alternatives, etc. 
 “Is there anything else you 
would like to add?” 
 “Are there any other ideas?” 
 “What else can we say about ___” 
Clarifying 
Content 
 To obtain explanations of statements 
 To learn meaning of unfamiliar terms or 
fuzzy statements 
 To help the rest of the group understand  
 “Can you give an example of 
what you just said?” 
 “What do you mean by ___” 
 “How would you say that in 
another way?” 
 “Can someone help with a 
definition?” 
Focus  Designed to zero in on specific points  “What do you notice about ___ 
Refocus 
To bring people back to the topic after 
getting sidetracked. To keep the discussion 
on‐topic. 
 “Let’s get back to our topic and 
come back to that later.” 
 “How does this relate to the 
topic?” 
Lifting 
To raise the level of the discussion by 
putting thoughts together into 
interpretations that may lead to inferences, 
generalizations, or conclusions. 
 “Why do you think that ___” 
 “How do you account for ___” 
 “What are some possible reasons 
for ___” 
 “What would happen if ___” 
Time to Think 
Thinking processes are sometimes slow 
and painful. It takes time to put thoughts 
together to answer challenging questions. 
 
Allows higher‐level evaluative thinking, 
more responses. 
Wait for a response after asking a 
question. Support the person while 
they are thinking. Wait, repeat the 
same question, and wait again. 
Don’t ask another question! 
Summarizing 
 Having someone restate a lengthy 
observation into several words. 
 Get synthesis and closure 
 
 “Would you restate that into 3‐4 
words?” 
 “How can we put what you have 
just said on the board?” 
 “Can you give us the main ideas 
of what we have been talking 
about.” 
 Use deliberate questions 
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C. Discussion Behaviors That Hinder Participation 
Discussion 
Behavior  Description  Example 
Multiple 
Questions 
Facilitator asks a question, then rewords it to 
express what he/she wanted to ask in the first 
place. 
“What are some of the values of pine 
trees?  I mean, what could you use pine 
trees for?  Ah, what are the values of a 
pine forest?” 
Yes/No 
Questions 
Facilitator uses many questions that can be 
answered with a simple yes or no.  
 “Is soil important to these plants?” 
 “Is there enough timber to meet our 
needs?” 
 “Are Las Vegans concerned about 
having enough water to support 
continued growth?” 
Polly Parroting 
Facilitator repeats responses that participants 
make so that the rest of the group can hear. 
Q: “What did you see?”  A:“A hawk.”
Q:“A hawk, what else?”  A: “A dove.” 
Q: “A dove, what else?”  A: “A lizard.” 
Unclear 
Instructions 
Facilitator tells the group what they are to do in 
a variety of confusing ways. May expect some to 
figure out directions while repeating them for 
others. 
“OK, folks, turn to page 126 in the 
Resource Planning Guide, and page 205 
in the blue, no yellow, field guide book. 
Read over the third and fifth 
paragraphs about hawks. I’m also 
handing out graphs 7 and 27 for 
interpreting the fifth paragraph that I 
referred to.” 
Inappropriate 
Awards 
Facilitator rewards those with responses most 
similar to his/her own personal opinion or 
philosophy. Rewards some participants but not 
others, even though responses are similar. 
There may be unconscious differences in 
responses between genders and race. 
Q: “OK, from our trip, which kind of soil 
was best for growing these plants?” 
A: “I think sandy soils were best.” 
Q:“OK, anyone else?” 
A: “I think a mix of clay and sand was 
best.” 
Q: “Someone else?” 
A: “It was deep soil with sand, silt, and 
clay.” 
Q: “Right on!  Wow!  That’s absolutely 
right. You see, folks?” 
Imposing your 
Values 
Facilitator words the question or statement so 
that it suggests only one acceptable right 
answer – also called a “binding response.” 
 “You can all see, then, why the 
vegetation base is important to 
animals, can’t you?” 
 “It would be a good idea to pave 
that street, wouldn’t it?” 
 “Of course, the best conservation 
practice is to walk to work, right?” 
 “What important things does the 
film show us?” 
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 
Re
mi
nd
 yo
urs
elf
: "I
f te
ach
ing
 w
ere
 ea
sy,
 ev
ery
on
e w
ou
ld 
be
 do
ing
 it.
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  1. 
B
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A
V
IO
R
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am
bli
ng
 ‐‐ 
wa
nd
eri
ng
 ar
ou
nd
 an
d o
ff t
he
 su
bje
ct. 
Us
ing
 fa
r‐f
etc
he
d e
xam
ple
s o
r a
na
log
ies
.  
P
O
SS
IB
LE
 RE
SP
O
N
SE
S:
  
 R
efo
cus
 at
ten
tio
n b
y r
est
ati
ng
 re
lev
an
t p
oin
t. 
 D
ire
ct q
ue
sti
on
s to
 gr
ou
p t
ha
t is
 ba
ck 
on
 th
e s
ub
jec
t 
 A
sk 
ho
w t
op
ic r
ela
tes
 to
 cu
rre
nt 
top
ic b
ein
g d
isc
uss
ed
. 
 U
se 
vis
ua
l ai
ds,
 be
gin
 to
 wr
ite
 on
 bo
ard
, tu
rn 
on
 ov
erh
ead
 pr
oje
cto
r. 
 S
ay:
 "W
ou
ld 
yo
u s
um
ma
riz
e y
ou
r m
ain
 po
int
 pl
eas
e?"
 or
 "A
re 
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u a
ski
ng
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2. 
B
EH
A
V
IO
R
: Sh
yn
ess
 or
 Si
len
ce 
‐‐ l
ack
 of
 pa
rti
cip
ati
on
. 
P
O
SS
IB
LE
 RE
SP
O
N
SE
S:
  
 C
ha
n g
e t
eac
hin
g s
tra
teg
ies
 fro
m 
gro
up
 di
scu
ssi
on
 to
 in
div
idu
al w
rit
ten
 ex
er c
ise
s o
r a
 vi
de
ota
pe
 
 G
ive
 str
on
g p
osi
tiv
e r
ein
for
cem
en
t fo
r a
ny
 co
ntr
ibu
tio
n. 
  I
nv
olv
e b
y d
ire
ctl
y a
ski
ng
 hi
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he
r a
 qu
est
ion
. 
 M
ak
e e
ye 
con
tac
t. 
 A
pp
oin
t to
 be
 sm
all
 gr
ou
p l
ead
er.
 
 
3. 
B
EH
A
V
IO
R
: T
alk
ati
ven
ess
 ‐‐ 
kn
ow
ing
 ev
ery
thi
ng
, m
an
ipu
lat
ion
, ch
ron
ic w
hin
ing
. 
P
O
SS
IB
LE
 RE
SP
O
N
SE
S:
  
 A
ckn
ow
led
ge 
com
me
nts
 m
ad
e. 
 G
ive
 lim
ite
d t
im
e t
o e
xp
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s v
iew
po
int
 or
 fe
eli
ng
s, a
nd
 th
en
 m
ov
e o
n. 
 M
ak
e e
ye 
con
tac
t w
ith
 an
oth
er 
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cip
an
t a
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 m
ov
e t
ow
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 th
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pe
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 G
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tte
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 S
ay:
 "T
ha
t's
 an
 in
ter
est
ing
 po
int
. N
ow
 let
's s
ee 
wh
at 
oth
er 
pe
op
le t
hin
k."
 
 
4. 
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V
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: Sh
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oti
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 to
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 do
wn
 or
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. 
P
O
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IB
LE
 RE
SP
O
N
SE
S:
  
 A
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it t
ha
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 do
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the
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5. 
B
EH
A
V
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agr
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th 
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ryt
hin
g y
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 sa
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ak
ing
 pe
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l at
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P
O
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 RE
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O
N
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 to
 gr
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 R
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 pa
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cip
an
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ov
e o
n. 
 A
ckn
ow
led
ge 
po
sit
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 po
int
s. 
 S
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 "I 
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pre
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yo
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, bu
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d l
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 to
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oth
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e d
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  6. 
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V
IO
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ran
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an
din
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ett
ing
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up
 in
 on
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 ow
n a
gen
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 or
 th
ou
gh
ts t
o t
he
 de
tri
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of 
oth
er 
lea
rne
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P
O
SS
IB
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 RE
SP
O
N
SE
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 
Say
: "Y
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 ar
e e
nti
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d t
o y
ou
r o
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lie
f o
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ng
s, b
ut 
no
w i
t's
 tim
e w
e m
ov
ed
 on
 to
 th
e n
ext
 su
bje
ct,"
 or
 "C
an
 yo
u r
est
ate
 
tha
t a
s a
 qu
est
ion
?" 
or 
"W
e'd
 lik
e t
o h
ear
 m
ore
 ab
ou
t th
at 
if t
he
re 
is t
i m
e a
fte
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en
tat
ion
." 
 
7. 
B
EH
A
V
IO
R
: G
rip
ing
 ‐‐ 
ma
yb
e le
git
im
ate
 co
mp
lai
nin
g.  
P
O
SS
IB
LE
 RE
SP
O
N
SE
S:
  
 
Po
int
 ou
t th
at 
we
 ca
n't
 ch
an
ge 
po
licy
 he
re.
 
 
Va
lid
ate
 hi
s/h
er 
po
int
. 
 
Ind
ica
te 
yo
u'l
l d
isc
uss
 th
e p
rob
lem
 wi
th 
the
 pa
rti
cip
an
t p
riv
ate
ly. 
  
Ind
ica
te 
tim
e p
res
sur
e. 
 
8. 
B
EH
A
V
IO
R
: Si
de
 Co
nv
ers
ati
on
s ‐‐
 m
ay 
be
 re
lat
ed
 to
 su
bje
ct o
r p
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al. 
Dis
tra
cts
 gr
ou
p m
em
be
rs 
an
d y
ou
.  
P
O
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LE
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SP
O
N
SE
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 
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n't
 em
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rra
ss 
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ke
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 
As
k t
he
ir o
pin
ion
 on
 to
pic
 be
ing
 di
scu
sse
d. 
 
As
k t
alk
ers
 if 
the
y w
ou
ld 
lik
e t
o s
ha
re 
the
ir i
de
as.
 
 
Ca
sua
lly
 m
ov
e t
ow
ard
 th
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 ta
lki
ng
. 
 
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 ey
e c
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tac
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ith
 th
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. 
 
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en
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 gr
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bu
t d
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't l
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k a
t th
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 "o
ne
‐at
‐a‐
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e")
. 
 
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ing
 ne
ar 
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 ta
lke
rs,
 as
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 ne
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art
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an
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 qu
est
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 so
 th
at 
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 ne
w d
isc
uss
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ne
ar 
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 ta
lke
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 
As
 a l
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 re
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 an
d 
w
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t. 
 
 A
ge
­Ap
p
ro
p
ri
at
e P
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s  
B
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t P
ra
ct
ic
e:
 Ef
fe
ct
iv
e p
ro
gr
am
s a
re
 de
si
gn
ed
 to
 m
at
ch
 th
e d
ev
el
op
m
en
ta
l st
ag
es
 of
 th
e l
ea
rn
er
.  
Ch
ild
ren
 lea
rn 
in 
com
ple
tel
y d
iffe
ren
t w
ays
 th
an
 ad
ult
s, a
nd
 to
 be
 ef
fec
tiv
e, c
hil
dre
n’s
 en
vir
on
me
nta
l ed
uca
tio
n p
rog
ram
s s
ho
uld
 be
 
de
sig
ne
d t
o m
atc
h c
hil
dre
n’s
 de
vel
op
me
nta
l n
eed
s, i
nte
res
ts, 
ab
ilit
ies
, an
d l
ear
nin
g s
tyl
es.
 To
o o
fte
n, c
hil
dre
n’s
 pr
og
ram
s a
re 
de
vel
op
ed
 
fro
m 
an
 ad
ult
’s p
ers
pe
cti
ve,
 ra
the
r th
an
 fro
m 
a c
hil
d’s
 pe
rsp
ect
ive
. Pr
og
ram
s a
nd
 in
str
uc
tio
n s
ho
uld
 be
 di
ffe
ren
t fo
r d
iffe
ren
t a
ge 
gro
up
s 
to 
ma
tch
 th
eir
 co
gn
itiv
e d
eve
lop
me
nt,
 at
ten
tio
n s
pa
ns,
 co
ord
ina
tio
n a
bil
itie
s, i
nte
res
ts, 
an
d w
ays
 th
at 
the
y i
nte
rac
t w
ith
 na
tur
e. A
 go
od
 
rul
e o
f th
um
b: 
“O
ne
 siz
e d
oe
s n
ot 
fit 
all
; o
ne
 pr
og
ram
 do
es 
no
t fi
t a
ll a
ges
!”  
An
oth
er 
oft
‐m
ad
e m
ist
ak
e is
 te
ach
ing
 ch
ild
ren
 to
o a
bst
rac
tly
. Ch
ild
ren
 do
 no
t b
egi
n t
o d
eve
lop
 th
e a
bil
ity
 fo
r a
bst
rac
t re
aso
nin
g u
nti
l ag
e 
nin
e. I
n f
act
, th
e t
ran
sit
ion
 fro
m 
con
cre
te 
to 
ab
str
act
 th
ou
gh
t c
an
 co
nti
nu
e t
hro
ug
ho
ut 
a p
ers
on
’s l
ife
, w
ith
 68
% 
of 
us 
ne
ver
 co
mp
let
ely
 
att
ain
ing
 th
is s
tag
e o
f fo
rm
al r
eas
on
ing
. Si
mi
lar
ly, 
stu
dy
ing
 ab
ou
t th
e lo
ss 
of 
rai
nfo
res
ts a
nd
 en
da
ng
ere
d s
pe
cie
s m
ay 
be
 pe
rfe
ctl
y 
ap
pro
pri
ate
 sta
rti
ng
 in
 m
idd
le s
cho
ol,
 bu
t y
ou
ng
er 
stu
de
nts
 ar
e n
ot 
de
vel
op
me
nta
lly
 re
ad
y f
or 
de
ali
ng
 wi
th 
the
se 
pro
ble
ms
. In
 fa
ct, 
wh
en
 
we
 pr
ese
nt 
the
se 
en
vir
on
me
nta
l p
rob
lem
s to
 ch
ild
ren
 wh
o a
re 
too
 yo
un
g t
o u
nd
ers
tan
d, w
e m
ay 
be
 fa
cili
tat
ing
 fe
eli
ng
s o
f a
nx
iou
sne
ss,
 
he
lpl
ess
ne
ss,
 an
d p
ote
nti
al f
ear
 of
 th
e n
atu
ral
 wo
rld
 an
d e
col
og
ica
l p
rob
lem
s.  
A
d
d
it
io
n
al
 Re
so
u
rc
es
 an
d
 In
fo
rm
at
io
n
  
Ex
ce
lle
nc
e in
 En
vi
ro
nm
en
ta
l E
du
ca
ti
on
 – G
ui
de
lin
es
 fo
r L
ea
rn
in
g (
Pr
e K
­12
) (N
ort
h A
me
ric
an
 As
soc
iat
ion
 fo
r E
nv
iro
nm
en
tal
 Ed
uca
tio
n, 
ww
w.n
aae
e.o
rg)
 of
fer
s a
 fra
me
wo
rk 
for
 sk
ill 
lev
els
 an
d k
no
wl
ed
ge 
ap
pro
pri
ate
 fo
r th
ree
 gr
ad
e le
vel
s ‐‐
 fo
urt
h, e
igh
th,
 an
d t
we
lfth
 gr
ad
es.
 
In 
B
ey
on
d E
co
ph
ob
ia
: R
ec
la
im
in
g t
he
 He
ar
t in
 Na
tu
re
 Ed
uc
at
io
n (
Or
ion
 So
cie
ty’
s N
atu
re 
Lit
era
cy 
Ser
ies
, 19
99
), D
avi
d S
ob
el c
lai
ms
 th
at 
“If
 
we
 wa
nt 
chi
ldr
en
 to
 flo
uri
sh,
 we
 ne
ed
 to
 giv
e t
he
m 
tim
e t
o c
on
ne
ct w
ith
 na
tur
e a
nd
 lo
ve 
the
 Ea
rth
 be
for
e w
e a
sk 
the
m 
to 
sav
e it
.” T
he
 
bo
ok
 pr
ov
ide
s g
rea
t su
gge
sti
on
s a
nd
 ex
am
ple
s o
f a
ge‐
ap
pro
pri
ate
 ac
tiv
itie
s.  
R
ef
er
en
ce
s 
Ne
vad
a S
tat
e C
ert
ific
ati
on
 in
 En
vir
on
me
nta
l E
du
cat
ion
 an
d I
nte
rpr
eta
tio
n –
 UN
LV
 Pu
bli
c L
an
ds 
Ins
titu
te 
Na
tio
na
l R
eso
urc
e C
ou
nci
l. 1
99
6. N
ati
on
al S
cie
nce
 Ed
uca
tio
n S
tan
da
rds
. N
ati
on
al A
cad
em
y P
res
s.  
Ep
ste
in,
 H.
T. 
Th
e F
ou
rth
 R 
or 
Wh
y J
oh
nn
y C
an
’t R
eas
on
. ht
tp:
//w
ww
.br
ain
sta
ges
.ne
t/i
nd
ex.
htm
l.  
Fa
lk,
 J.H
. an
d L
.D.
 Di
erk
ing
. 20
02
. Le
sso
ns 
Wi
tho
ut 
Lim
it: 
 Ho
w F
ree
‐Ch
oic
e L
ear
nin
g I
s T
ran
sfo
rm
ing
 Ed
uc
ati
on
. A
lta
 M
ira
 Pr
ess
. 
Th
eo
ry 
of 
Co
gn
itiv
e D
eve
lop
me
nt.
 20
06
. W
iki
pe
dia
.  
19
96
. Pr
inc
ipl
es 
of 
chi
ld 
de
vel
op
me
nt 
an
d l
ear
nin
g t
ha
t in
for
m 
de
vel
op
me
nta
lly
 ap
pro
pri
ate
 pr
act
ice
. N
ati
on
al A
sso
cia
tio
n f
or 
the
 
Ed
uca
tio
n o
f Y
ou
ng
 Ch
ild
ren
.  
20
06
. Sh
ari
ng
 Sc
ien
ce 
wi
th 
Ch
ild
ren
: A
 Su
rvi
val
 Gu
ide
 fo
r S
cie
nti
sts
 an
d E
ng
ine
ers
. N
ort
h C
aro
lin
a M
use
um
 of
 Li
fe 
an
d S
cie
nc
e, D
urh
am
, 
NC
.     
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G
ra
d
es
 
K
­2 
 
Pla
y i
s im
po
rta
nt,
 
esp
eci
all
y c
rea
tiv
e, 
dra
ma
tic
 ac
tiv
itie
s 
 
Ac
tiv
ely
 co
nst
ruc
t 
kn
ow
led
ge 
 
 
Le
arn
ing
 is 
res
ult
 
of 
int
era
cti
ve 
pro
ces
ses
  
 
Co
ncr
ete
 th
ink
ers
: 
be
lie
ve 
on
ly w
ha
t 
can
 se
e  
 
Ha
ve 
dif
fic
ult
y 
con
tro
llin
g 
im
pu
lse
s, 
reg
ula
tin
g b
eh
avi
or 
 
De
vel
op
 a s
en
se 
of 
con
ne
cte
dn
ess
 an
d 
em
pa
thy
 fo
r th
e n
atu
ral
 
wo
rld
 by
 be
co
m
in
g 
thi
ng
s –
 ho
p l
ike
 a r
ab
bit
, 
slit
he
r li
ke
 a s
na
ke
, ro
ar 
lik
e a
 m
ou
nta
in 
lio
n  
 
All
ow
 to
 ac
tiv
ely
 
con
str
uct
 kn
ow
led
ge 
 
 
Us
e m
an
ipu
lat
ive
s (
lar
ge 
siz
e) 
 
 
En
gag
e a
ll s
en
ses
  
 
Ac
tiv
itie
s th
at 
las
t 5
‐10
 
mi
nu
tes
 
 
All
ow
 ch
ild
ren
 to
 
be
co
m
e t
hin
gs 
be
for
e o
bje
cti
fyi
ng
 
the
m 
– e
.g.,
 fly
 lik
e 
a b
ird
 be
for
e 
ide
nti
fyi
ng
 
dif
fer
en
t k
ind
s o
f 
bir
ds 
 
 
Sh
ou
ld 
no
t si
t st
ill 
or 
list
en
 pa
ssi
vel
y 
for
 m
ore
 th
an
 5‐
10
 
mi
nu
tes
  
 
Lif
e C
ycl
es 
 
 
Co
lor
s, p
att
ern
s  
 
Lo
com
oti
on
  
 
Ge
ne
ral
 
cha
rac
ter
ist
ics
 – 
pla
nts
, an
im
als
 
an
d o
bje
cts
 ca
n b
e 
sor
ted
 by
 th
ese
 
cha
rac
ter
ist
ics
  
 
An
im
al s
en
ses
  
 
Tr
age
die
s: b
ig, 
com
ple
x p
rob
lem
s 
be
yo
nd
 th
e s
cop
e 
of 
the
 ch
ild
’s 
wo
rld
 – i
ncl
ud
ing
: 
en
da
ng
ere
d 
spe
cie
s, h
ab
ita
t 
de
str
uct
ion
, 
na
tur
al d
isa
ste
rs 
 
 
Ec
olo
gy 
(ec
olo
gic
al c
ycl
es 
are
 to
o e
xte
nd
ed
 
in 
tim
e a
nd
 sp
ace
)  
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3
­5 
 
Be
gin
nin
g t
o 
tra
nsi
tio
n t
o 
ab
str
act
 th
ink
ing
, 
un
de
rst
an
din
g 
con
cep
ts a
s w
ell
 
as 
ob
jec
ts  
 
Be
gin
nin
g t
o 
for
mu
lat
e 
hy
po
the
ses
 an
d 
use
 sy
ste
ma
tic
 
pro
ble
m‐
sol
vin
g 
str
ate
gie
s  
 
Wo
rks
 we
ll i
n 
soc
ial
 gr
ou
ps 
an
d 
ind
ep
en
de
ntl
y  
 
Lik
es 
to 
me
mo
riz
e a
nd
 
lea
rn 
fac
ts  
 
Ex
plo
rat
ion
  
 
De
vel
op
 se
nse
 of
 pl
ace
 
thr
ou
gh
 di
rec
t 
exp
eri
en
ces
 an
d 
im
me
rsi
on
 in
 na
tur
e 
 
Fre
e p
lay
  
 
Co
op
era
tiv
e le
arn
ing
 
gro
up
s  
 
Ac
tiv
e c
on
str
uct
ors
 of
 
kn
ow
led
ge 
 
 
Us
e m
an
ipu
lat
ive
s  
 
En
gag
e a
ll s
en
ses
  
 
Ev
alu
ate
 di
ffe
ren
t 
pe
rsp
ect
ive
s a
nd
 m
ov
e 
aw
ay 
fro
m 
dic
ho
tom
ou
s 
thi
nk
ing
 (g
oo
d v
s. b
ad
) 
thr
ou
gh
 ro
le p
lay
s 
 
Ac
tiv
itie
s th
at 
las
t 1
5‐3
0 
mi
nu
tes
 
 
Sh
ou
ld 
no
t si
t st
ill 
or 
list
en
 pa
ssi
vel
y 
for
 m
ore
 th
an
 15
 
mi
nu
tes
 
 
Av
oid
 ab
str
act
 
con
cep
ts t
ha
t 
can
no
t b
e r
ela
ted
 
to 
the
 ch
ild
’s l
ife
 – 
e.g
., ti
me
lin
es 
 
Av
oid
 ne
gat
ive
 
exp
eri
en
ces
 in
 
na
tur
e‐‐
 be
cau
se 
ma
ny
 na
tur
ali
sts
 
tra
ce 
the
ir 
“en
vir
on
me
nta
l” 
roo
ts t
o s
pe
cia
l 
pla
ces
 th
ey 
con
ne
cte
d t
o a
t th
is 
age
 
 
Pre
da
tor
‐pr
ey 
an
d 
oth
er 
con
ne
cti
on
s, 
int
err
ela
tio
nsh
ips
 
– in
ter
act
ion
s 
be
tw
een
 
org
an
ism
s a
nd
 
the
ir h
ab
ita
ts  
 
Ha
bit
ats
, 
eco
sys
tem
s  
 
Ad
ap
tat
ion
s  
 
Fo
od
 we
bs 
 
 
Be
ha
vio
r  
 
Cla
ssi
fic
ati
on
  
 
Ma
pp
ing
, 
ori
en
tee
rin
g  
 
Wa
ter
 cy
cle
  
 
No
 tra
ged
ies
 
be
for
e f
ou
rth
 
gra
de
 
 
Tim
eli
ne
s a
nd
 
oth
er 
ab
str
act
 
con
cep
ts 
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­8 
 
Co
nti
nu
e t
ran
sit
ion
 
to 
ab
str
act
 
thi
nk
ing
  
 
Ab
le t
o 
hy
po
the
siz
e, 
pro
po
se 
sol
uti
on
s, 
an
d e
val
ua
te 
 
 
De
vel
op
ing
 an
 
un
de
rst
an
din
g o
f 
eth
ica
l p
rin
cip
les
  
 
Sel
f‐c
on
sci
ou
s; 
con
cer
ne
d h
ow
 
he
/sh
e is
 
pe
rce
ive
d b
y 
oth
ers
  
 
So
cia
lly
 
res
po
nsi
ble
; 
pri
me
d t
o p
lay
 a 
rol
e in
 th
e h
eal
th 
of 
na
tur
e a
nd
 so
cie
ty 
 
 
Ab
le t
o u
nd
ers
tan
d 
me
tap
ho
r a
nd
 
com
ple
x is
sue
s  
 
In 
a p
eri
od
 
cha
rac
ter
ize
d b
y 
“St
orm
 an
d S
tre
ss”
  
 
Ser
vic
e‐l
ear
nin
g 
op
po
rtu
nit
ies
  
 
Ac
tiv
itie
s th
at 
use
 
ph
ysi
cal
 en
erg
y a
nd
 
fos
ter
 hi
gh
er‐
lev
el 
thi
nk
ing
 & 
pro
ble
m‐
sol
vin
g s
kil
ls  
 
Stu
de
nt‐
dri
ven
 an
d 
exp
eri
en
tia
l. T
he
 
ins
tru
cto
r c
an
 be
gin
 by
 
en
gag
ing
 th
e le
arn
er 
an
d s
ha
rin
g k
ey 
inf
orm
ati
on
. T
he
n t
he
 
lea
rne
r s
ho
uld
 en
gag
e 
in 
an
 ac
tiv
ity
 th
at 
all
ow
s th
e le
arn
er 
to 
ap
ply
 kn
ow
led
ge 
an
d 
an
sw
er 
qu
est
ion
s 
 
Co
op
era
tiv
e le
arn
ing
 
gro
up
s  
 
All
ow
 stu
de
nts
 to
 
cre
ate
 th
eir
 ow
n 
pre
dic
tio
ns,
 po
se 
hy
po
the
ses
, an
d/
or 
de
sig
n t
he
ir o
wn
 
inv
est
iga
tio
ns.
  
 
All
ow
 stu
de
nts
 to
 us
e 
res
ear
ch 
to 
inv
est
iga
te 
en
vir
on
me
nta
l is
sue
s.  
 
Ac
tiv
itie
s th
at 
las
t 2
0‐
40
 m
inu
tes
  
 
Sh
ou
ld 
no
t si
t st
ill 
or 
list
en
 pa
ssi
vel
y 
for
 m
ore
 th
an
 20
 
mi
nu
tes
  
 
Av
oid
 to
o m
uch
 
lec
tur
e 
 
Av
oid
 sin
gli
ng
 ou
t 
ind
ivi
du
als
 an
d 
ma
kin
g h
im
 or
 he
r 
fee
l d
iffe
ren
t fr
om
 
oth
ers
  
 
Av
oid
 ta
lki
ng
 
“do
wn
” to
 th
is 
gro
up
 – t
he
y n
eed
 
to 
fee
l ad
ult
‐lik
e  
 
Ec
olo
gic
al 
rel
ati
on
shi
ps 
– 
int
era
cti
on
s 
be
tw
een
 
org
an
ism
s a
nd
 
the
ir h
ab
ita
ts  
 
Ha
bit
ats
, 
eco
sys
tem
s  
 
Ad
ap
tat
ion
s  
 
He
red
ity
 an
d 
gen
eti
cs 
 
 
Re
gu
lat
ion
 an
d 
be
ha
vio
r  
 
Po
pu
lat
ion
s a
nd
 
eco
sys
tem
s  
 
Ho
w o
rga
nis
ms
 
cha
ng
e t
hro
ug
h 
tim
e  
 
En
erg
y  
 
Ea
rth
’s h
ist
ory
, 
geo
log
y, w
eat
he
r 
an
d c
lim
ate
  
 
Ma
pp
ing
, 
ori
en
tee
rin
g  
 
Hu
ma
n i
mp
act
s  
 
Ch
ara
cte
ris
tic
s o
f 
ou
r s
ola
r s
yst
em
 
 
Av
oid
 fra
mi
ng
 
en
vir
on
me
nta
l 
iss
ue
s in
 
dic
ho
tom
ies
: e.
g., 
job
s v
s. o
wl
s. 
Ra
the
r, f
ost
er 
cri
tic
al t
hin
kin
g b
y 
in‐
de
pth
 
exp
lor
ati
on
 of
 
iss
ue
s. S
tud
en
ts 
sho
uld
 be
 giv
en
 
the
 fre
ed
om
 to
 
for
mu
lat
e a
nd
 
eva
lua
te 
the
ir o
wn
 
pe
rso
na
l vi
ew
s o
f 
iss
ue
s. 
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­12
 
 
Co
nti
nu
e t
ran
sit
ion
 
to 
ab
str
act
 th
ink
ing
  
 
Ab
le t
o 
hy
po
the
siz
e, 
pro
po
se 
sol
uti
on
s, 
an
d e
val
ua
te 
 
 
Ab
le t
o u
nd
ers
tan
d 
me
tap
ho
r a
nd
 
com
ple
x is
sue
s  
 
Sel
f‐c
on
sci
ou
s; 
con
cer
ne
d h
ow
 
he
/sh
e is
 pe
rce
ive
d 
by
 ot
he
rs 
 
 
So
cia
lly
 
res
po
nsi
ble
; 
pri
me
d t
o p
lay
 a 
rol
e in
 th
e h
eal
th 
of 
na
tur
e a
nd
 so
cie
ty 
 
 
Co
nce
rn 
for
 wh
at 
the
 fu
tur
e h
old
s fo
r 
the
m 
pe
rso
na
lly
  
 
Gr
ou
p‐o
rie
nte
d; 
pe
er 
gro
up
s s
ha
pe
 
ind
ivi
du
al 
be
ha
vio
rs 
an
d 
act
ion
s  
 
Tim
e c
on
str
ain
ts 
suc
h a
s s
po
rts
, 
soc
ial
 
com
mi
tm
en
ts, 
an
d 
wo
rk 
 
 
Co
op
era
tiv
e le
arn
ing
 
gro
up
s  
 
Dis
cus
sio
n m
eth
od
s  
 
Us
e a
na
log
ies
 th
at 
ref
lec
t st
ud
en
t in
ter
est
  
 
Inv
olv
e s
tud
en
ts i
n 
pla
nn
ing
 th
e d
ire
cti
on
 of
 
the
ir l
ear
nin
g.  
 
Ex
pe
rie
nti
al a
cti
vit
ies
 
tha
t a
re 
mo
re 
sel
f‐
dir
ect
ed
  
 
All
ow
 stu
de
nts
 to
 cr
eat
e 
the
ir o
wn
 pr
ed
ict
ion
s, 
po
se 
hy
po
the
ses
, an
d/
or 
de
sig
n t
he
ir o
wn
 
inv
est
iga
tio
ns.
  
 
All
ow
 stu
de
nts
 to
 us
e 
res
ear
ch 
to 
inv
est
iga
te 
en
vir
on
me
nta
l is
sue
s.  
 
Ac
tiv
itie
s th
at 
las
t 2
0‐4
0 
mi
nu
tes
  
 
Sh
ou
ld 
no
t si
t st
ill 
or 
list
en
 pa
ssi
vel
y 
for
 m
ore
 th
an
 20
 
mi
nu
tes
.  
 
Av
oid
 to
o m
uch
 
lec
tur
e 
 
Av
oid
 sin
gli
ng
 ou
t 
ind
ivi
du
als
 an
d 
ma
kin
g h
im
 or
 he
r 
fee
l d
iffe
ren
t fr
om
 
oth
ers
.  
 
Av
oid
 ta
lki
ng
 
“do
wn
” to
 th
is 
gro
up
 – t
he
y n
eed
 
to 
fee
l ad
ult
‐lik
e 
 
Ec
olo
gic
al 
rel
ati
on
shi
ps 
– 
int
era
cti
on
s 
be
tw
een
 
org
an
ism
s a
nd
 
the
ir h
ab
ita
t s  
 
Ha
bit
ats
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FORMATIVE EVALUATION FOR WILDERNESS EDUCATION 
PROGRAM 
BACKGROUND  
A pilot Wilderness Education Program was developed in response to a need expressed 
by the Southern Nevada Agency Partnership (SNAP) Wilderness Team. The team’s goals 
were to (1) have more students in Clark County know what Wilderness is and that it 
exists in Southern Nevada and (2) to demonstrate what behaviors are appropriate in 
Wilderness Areas. To meet these goals and to impart the feeling that wild places nourish 
a human’s mental and physical health (and are worth protecting), a curriculum titled 
Wilderness Education Program was designed for a Clark County School District (CCSD) 
high school audience. It is composed of The Art of Nature: Images from the Wildlands of 
Southern Nevada, which is a multi‐media presentation produced by Southern Nevada 
artist and naturalist, Sharon K. Schafer, and curriculum extension activities co‐designed 
by S.K. Schafer, the Southern Nevada Agency Partnership, and the University of Nevada, 
Las Vegas Public Lands Institute (UNLV‐PLI). This report documents pilot delivery of 
the program along with student feedback, which informed adaptations made to the 
program prior to full‐scale delivery.  
METHODS  AND  RESULTS  
The Wilderness Education Program pilot was delivered to four photography classes at 
West Career & Technical Academy (Las Vegas, NV) in December 2010. A total of 94 
students (grades 9 and 10) participated in the pilot, which included the multi‐media 
presentation The Art of Nature: Images from the Wildlands of Southern Nevada by S.K. 
Schafer; the curriculum extension delivered by Education in the Environment Project 
Manager Allison Brody (UNLV‐PLI) with support from PLI staff; and collection of 
feedback from students and teachers.  
 
Part 1 – Introduction. Students participated in ‘Dots on the Wall,’ an activity to self 
report prior knowledge and attitudes about wilderness areas in Southern Nevada. 
Students were asked to agree or disagree with the following statements: 
 
1. I would feel bad if there were no Wilderness 
2. I could name three ways people benefit from Wilderness 
3. I can name three things that are legal to do in Wilderness 
4. I can explain the difference between Wilderness and a wild place 
5. I think it is important to protect Wilderness / (changed to: I know where 
Wilderness is.) 
6. I like ice cream (to be used as a gauge in the post assessment) 
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Part 2 – Art of Nature Presentation. Students were introduced to the day with a 
general statement about how art can be used as a powerful way to get across a message. 
The multi‐media presentation was delivered and the following general questions (next 
page) were posed. Student responses follow each question. 
 
1. What did you think of Sharon’s presentation? 
a. It was amazing 
b. I like the ambiance created by the music and art together; it captured 
nature in a unique way; the pictures had a lot of contrast 
c. It captured nature in a way without making it look set up 
d. Two thumbs up 
e. Interesting 
f. Music added to it 
g. I liked that there were shots you wouldn’t normally see 
h. It was informative; I didn’t know how many Wilderness areas there 
actually were 
 
2. How did the presentation make you feel? 
a. Emotional 
b. Like I was there 
c. Calm 
d. Inspired 
 
3. What did you connect with in the presentation? 
1. The mountain lions jumping 
2. The eagle looking 
3. The rattlesnake 
 
Part 3 – Curriculum Extension. This portion of the program was delivered during the 
week following the Art of Nature presentation and took place over a two‐day period. 
The facilitator (A. Brody) gave the students contextual information about the pictures 
and for the day. Students were informed that they would be learning about Nevada 
Wilderness: What it is. Where it is. And, what you can do there. 
Students were asked:  “What do you think Wilderness is?” 
1. Animals, plants, trees, parks, recreation 
2. Designated land 
3. Dirt 
4. No roads 
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5. No man 
6. Left alone 
7. Not tame but accounted for 
8. Endangered species, bears 
9. Fewer people 
10. Away from civilization 
11. Calm 
12. No settlements 
13. Food (animals/plants) 
14. Makes me feel good 
15. Makes me feel scared 
16. Freedom 
Students completed a Picture Sort activity, which allowed them to decide what they 
thought was appropriate behavior in Wilderness. Prior to beginning the activity, 
students were given some general instruction about the management of Wilderness 
Areas (i.e., people have decided Wilderness is important to protect, so they protect it 
with laws and regulations that are more strict than those for other types of public 
lands). When students viewed the photos, they were asked to role‐play and make 
decisions based on the knowledge that Wilderness is protected and that managers look 
for as little impact as possible. After they were finished sorting, students participated in 
a discussion about how they made their decisions related to each of the photos. When 
all the photos had been discussed, the students were asked to describe or sum up the 
characteristics of Wilderness. These were their responses: 
1. Small groups of people 
2. Primitive 
3. Little technology 
4. Connect with nature 
5. No mechanized 
6. Little affect on nature 
7.  A place where you can connect with nature 
8. A place to see animals 
9. Far away from civilization 
10. No paved roads, just rocks 
11. People can’t live there 
Students participated in a discussion and activity about the benefits of having 
Wilderness. When asked why Wilderness is important, answers included: 
1. You can escape to a quiet place 
2. Fresh air 
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Students were guided to complete a Value Pyramid activity in which they assigned 
personal value to all the possible benefits of a Wilderness area. This activity reveals how 
different individuals place a different value on Wilderness and what they can get from 
Wilderness. This activity also includes the lesson that it is the role of land managers to 
make sure the land is protected and people’s values are taken into account in a balanced 
way. Benefits were tied to culture, ecosystem services, biodiversity, recreation, 
aesthetic, and scientific research.  
As a post‐test, students were asked to complete the ‘Dots on the Wall’ activity again to 
assess whether there was any change in student responses as a result of the program. 
Students were asked to provide feedback about the multi‐media presentation and 
curriculum extension. Comments are provided in Appendix 1. 
Results: Students expressed interest in the Art of Nature presentation and responded 
positively to it; they also provided some suggestions for adjustments to it. Student 
responses to questions revealed their interest in the plants and animals living in 
Wilderness areas. Students were also interested in the technical aspects of S.K. Schafer’s 
artwork. For this particular population of students, the art seemed to work fairly well as 
a springboard to more in‐depth discussion and understanding. The Extension Activities 
delivered during the week following the presentation were also generally well received. 
The results of that post‐test activity demonstrated a change in students’ knowledge and 
attitudes about Wilderness. In all, the pilot revealed that the Wilderness Education 
Program and its Extension Activities are successful in achieving the program’s stated 
objectives: 
 
1. Students will be able to define “Wilderness”  
2. Students will be able to list appropriate activities that can take place in 
Wilderness areas 
3. Students will feel that Wilderness nourishes human’s mental and physical 
health 
4. Students will feel that Wilderness areas are important and worth protecting 
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Appendix 1 
Student  Responses  to  the  Multi­media  Presentation  
(Written Responses) 
What I learned: 
1. That there is a difference in the wilderness. That there are differences between 
man‐made and wilderness objects 
2. That there is a difference between wilderness and a wild place and that 
wilderness has been unaffected by humans and a wild place may be affected by 
large groups of people, but still be rural 
3. There are more wilderness areas in Clark county then I knew about and that 
they must have at least 50,000 acres 
4. The presentation made me aware of the number of wilderness areas in the 
area 
5. What the difference between wilderness and a wild place.  
6. That there is a whole other world out there that is beautiful and great. The 
difference between Wilderness and a wild place 
7. I learned about the beauty of southern Nevada and the importance of wild life 
preservation 
8. About her photography career of taking picture. I also learned what is 
wilderness and what is not wilderness 
9. The beauty of nature and that there is a whole lot more nature then I thought. 
The difference between wilderness and the wild place 
10. Wilderness should be loved and not hurt 
11. Wilderness is all around us and helps keep us healthy. Wilderness is useful and 
safe 
12. There is a major difference between wilderness and a wild place. Wilderness is 
a designated spot with little people and no mechanized technology and it is 
someplace that you can connect with that is all around you 
13. That there are much more designated wilderness areas around and even close 
to where I live.  
14. I learned what make wilderness what it is. It is a good place to go take photos. 
15. That wilderness is managed by people. I used to think that anyone could go in. 
I learned that there are many beautiful places around here.  
16. That wildlife areas around us are treated differently than other wildlife areas 
because it protects the animals and plants. 
17. I learned you can go into the wilderness and take very interesting photos 
18. Nature is very beautiful. I learned that biodiversity is an important value that 
wilderness provides 
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19. Nature and wilderness should not be taken for granted. Nature is a beautiful 
thing and people are just using it as a playground. 
20. I learned that there are more than just snakes:  different species of birds, 
ground squirrels, and small animals in our area.  
21. The importance of a wild place and wildlife reservations. I learned how much 
we take it for granted with wildlife and animal diversity. It really made me 
think. 
22. That there are several wildlife areas within an hour and a half of Las Vegas. I 
also learned that in wildlife you cannot have anything mechanical 
23. You can’t have wheels in wilderness or mechanized vehicles 
24. The difference between the wild and wilderness 
25. The wilderness is a spectacular place with lots of things and wildlife and that 
the wild is not the wilderness 
26. I learned of the various wildlife and wilderness areas around Nevada and some 
of the resources nature provides us with 
27. The difference between wilderness and a wild place. What kinds of wildlife are 
out there 
28. I learned that some of the wilderness here is really beautiful. I wouldn’t have 
seen any of this sitting in a classroom.  
29. I learned about wilderness 
30. I learned a lot about wilderness such as where it is located and how and why 
us humans protect it. 
31. Even though the wild and wilderness are interesting to look at, there are some 
things that need care and attention in our wilderness areas. 
32. You can have up to 10 people n one close area and it still falls in the wilderness 
category 
33. I learned that there are all sorts of animals if you look closely and pay 
attention 
34. The laws that distinguish a wild place and wilderness I never knew before. 
Also I am in scouting which has changed my views on other things 
35. There are many things to Wilderness I never knew 
36. What is wilderness and what it is not. 
37. What is legal and illegal in wilderness 
38. Wilderness is a place where there is not a lot of human influence, but rather 
has natural characteristics and it is protected from motorized vehicles and 
other harmful machinery 
39. Wilderness is an area of nature that hasn’t been corrupted by human influence. 
It also doesn’t have many types of technology. 
40. How important the wilderness is and to not take advantage of it. Before the 
presentation, I took nature for granted and didn’t really acknowledge it but the 
pictures brought out the beauty in it. 
Wilderness Education Program Formative Evaluation 
[7] 
41. I learned about the significance of wilderness places. Not only are they 
amazing sights, but they play a functional role in everyday life. 
 
What I liked: 
1. I enjoyed the activities and liked that everyone got to point things out 
2. I really liked the photographs and the art work 
3. I quite enjoyed looking at the photos as I had never been so fully exposed to 
the concept of wildlife photography before. I appreciated being presented with 
that style as an artist 
4. I really liked the pictures 
5. I loved the photos of the baby animals 
6. I really like how you split the pictures by where you took them. It was really 
helpful and it made it easier to follow along 
7. She took great pictures of all the animals and the mountains and how it was all 
high contrast. I also liked that she focused on the theme of wilderness 
8. I loved the presentation. I found the pictures beautiful and inspiring. The 
music was really soothing. 
9. I loved the photos and the music. The music just relaxes me from my work and 
the photos showed how the wilderness looked from your eyes. 
10. Very informational and gave me awareness about our Wilderness in Nevada 
11. Professional, neat, creative, and beautiful. It was inspiring.  
12. I liked that there was a map that showed where the pictures were taken. The 
music made me calm, relaxed and tired. 
13. I liked how she had everything laid out. The pictures were great and 
expressive 
14. I think the presentation was helpful and interesting 
15. I really liked the music you used to bring out your pictures. They seemed like 
perfect pieces to express your presentation 
16. Awesome. I loved the music. It was really great. I don’t understand how people 
didn’t like the music. What did they want? Rap? 
17. I liked the quiz/PowerPoint. It helped me understand the different kinds of 
uses of wilderness. 
18. I liked the activities. I liked the dots. It’s just nice to get up and express what 
you know. You guys did a great presentation and I did benefit from it. I learned 
many things 
19. The liked the graphics the most. I liked the first presentation more then the 
second. 
20. The photos were aesthetically pretty amazing and the hand’s on touch was 
nice. 
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21. I liked the second visit with the hands on activity. The pictures were 
interesting and appealing 
22. I really liked both presentations. 
23. I loved the slide show. I had fun working in groups and doing the activities. I 
really did learn about the wildlife and wilderness 
24. I really liked all the pictures that were used on both days. The music was a 
good touch.  
25. I liked that you gave us lots of visuals and activities to keep the explanation 
and learning at a moving pace. 
26. I loved the photos. You did a good job presenting 
27. I liked that you had us use our own opinions and get us involved with other 
students. Thank you. 
28. I loved the pictures. I am going to take pictures like yours. 
29. I likes how we got twenty pictures and separated them into what we thought 
was wilderness and what was not. I loved it! 
30. I loved the pictures in the slide show. I also liked the fact that the presentation 
engaged the audience (the Dots). Overall it was b=very interesting 
31. I believe that the presentation was very well put together. Your enthusiasm 
made me personally more interested because of the joy and excitement that 
you all processed on this precious topic. I found the hands on work to be very 
productive because it let you form your own opinion as opposed to being told 
what exactly was right and wrong. I appreciate everything you did. I like the 
knowledge you brought about wilderness in southern Nevada.  
32. I like the fact that we got to walk around the class and learn about local 
wilderness/wild areas. 
33. The pictures were amazing 
34. I loved the music! It was so relaxing and helped me discern from one wild 
place to the next. I loved it. It inspired me and showed me the beauty all 
around me.  
What I would suggest: 
1. Faster music 
2. More upbeat music 
3. Have a little bit more information about the photos 
4. Music made me sleepy 
5. Music should be more upbeat 
6. The music made us sleepy. Maybe have it more faster 
7. I would have liked more information 
8. The music caused me to become very zoned out 
9. Possible use a quieter music and explain the pictures a little more as they are 
coming on the screen 
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10. Less slow and relaxing music. Make it a little more fun. Interact with the 
audience 
11. The music made me tired. 
12. The music lost me 
13. More upbeat music 
14. The music was perfect but it made me want to close my eyes 
15. More upbeat music and keep talking during the show instead of sitting down 
16. I wished I could have seen the titles to the pictures and pieces of art. Also, 
don’t tell us the animals were captive. Just let us believe they are real. 
17. Faster music and some more fun activities for us to do 
18. The music had a boring affect 
19. A bit more lively music, it kinda put me to sleep 
20. The music was really slow and boring 
21. Music was too soothing 
22. Make the music a little more upbeat 
23. Music was kinda slow and made people want to sleep, esp. in the morning 
24. Music made me sleepy 
25. Make the music more modern,  don’t make the presentation so long, do more 
activities 
26. The choice of music made me a little sleepy 
27. I would suggest a more visual representation like a movie or powerpoint 
28. Music made me want to sleep and kinda bored 
29. Music made me sleepy and I lost focus 
30. I would have liked more information about each of the photos and the stories 
behind them 
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TASK 2:   PRODUCE EVALUATION 
PROPOSALS/REPORTS FOR AT LEAST TWO 
CE&I PRODUCTS OR SERVICES 
 
 Evaluation for CE&I 
 
Evaluations were conducted for the following projects: 
 Off-Highway Vehicle Guide 
 Wilderness Education Program 
 The Story of Gill Graphic Novel 
 Hispanic Outreach 
 Nevada Children’s Outdoor Bill of Rights 
 Our Places Tell Stories Conference Series  
 The Nevada State Certification in Environmental 
Education and Interpretation Program 
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TASK 2:  Produce evaluation proposals/reports 
for at least two CE&I products or services 
 
E VA L U A T I O N  F O R  C E & I  
Evaluation is the systematic collection, analysis, and reporting of information. Evaluation can occur at 
different stages of program development or implementation: 
 Front-end evaluation provides information for making informed decisions about the design, 
development, or content of a program or activity.  
 Formative evaluation is used to examine the process of implementing the program or activity, 
and determine whether the program or activity is operating as planned. 
 Summative evaluation is used to determine how well the program, activity, or experience 
worked. Ultimately, summative evaluation strives to document what happens to the audience 
as a result of participating in a given experience – how it changed participants’ knowledge, 
attitude, skills, intention, or behavior.  
 
BACKGROUND 
Education in the Environment Project Manager Allison Brody (UNLV-PLI) arranged for Chris Parsons 
(Word Craft; Monterey, CA), an expert in informal education program evaluation, to facilitate 
workshops in 2008 and 2009 for SNAP staff. These workshops focused on tools and techniques for 
planning and using effective evaluation for Conservation Education and Interpretation (CE&I) 
programs and experiences. The information presented within these workshops informed the subsequent 
evaluation components designed for all of the tasks reported within this Compendium. 
 
ACCOMPLISHMENTS 
The Conservation Education and Interpretation portion of the Education in the Environment Conservation 
Initiative encompassed a variety of efforts that were organized into 10 Tasks. The results of those 
projects are described throughout this Compendium. When appropriate, an evaluation component was 
included as part of a project’s design, delivery, or final reflection of its effectiveness; the outcome was 
the eight evaluation reports listed under ATTACHMENTS (next page).  
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ATTACHMENTS 
All evaluation reports produced are provided as attachments within this Compendium under the Task 
Tab associated with the project for which the evaluation activity was conducted. Listed below by 
location within this Compendium are the titles of the nine evaluations produced. 
 
TASK 1 
 1.2.B Front-end Evaluation for an Off-Highway Vehicle Guide: An Evaluation Report 
 1.3.B Formative Evaluation of the Wilderness Education Program 
 
TASK 4 
 4.C Summative Evaluation: The Story of Gill and Curricular Extensions 
 
TASK 5 
 5.A Summative Evaluation: SNAP Hispanic Outreach 
 5.D Public Lands Use in Clark County: Survey of Hispanic and Latino  
  Residents, October 2011  
 5.E Families in Nature Focus Group Report 
 
TASK 7 
 7.C Evaluation Report: Nevada Children’s Outdoor Bill of Rights 
 
TASK 10 
 10.A Evaluation Report: Nevada State Certification in Environmental Education & 
Interpretation  
 10.C Our Places Tell Stories Session Evaluation Summary (2008) and Conference 
Evaluation Summaries (2008, 2010) 
 
TASK 3:   DOCUMENT NUMBER OF PEOPLE REACHED 
BY CE&I PROGRAMS AND SERVICES OF THE 
FOUR FEDERAL AGENCIES AND 
COOPERATING PARTNERS 
 
 Reaching SNAP Audiences 
 
Documenting the number of people reached through conservation 
education, environmental education, and interpretation programs and 
activities. 
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TASK 3:  Document Number of People Reached 
by CE&I Programs and Services of the Four 
Federal Agencies and Cooperating Partners 
 
 
R E A C H I N G  S N A P  A U D I E N C E S  
BACKGROUND 
Four federal agencies manage more than seven million acres of federal lands in Southern Nevada. 
Increasing demands for use of these public lands has created the need for those agencies to form a 
unique interagency partnership and to work cooperatively in support of agency missions, protection of 
natural resources, and public service.  
The Bureau of Land Management (BLM) Las Vegas Field Office, National Park Service (NPS) Lake 
Mead National Recreation Area, the Fish and Wildlife Service (FWS) Desert National Wildlife Refuge 
Complex, and the U.S. Forest Service (USFS) Spring Mountains National Recreation Area formed the 
Southern Nevada Agency Partnership (SNAP) in 1997 to address 14 initiatives and issues, including 
outdoor recreation education, science and research, resource protection, law enforcement, 
volunteerism, and litter clean-up.  
These four federal agencies benefit from a relatively diverse array of Conservation Education and 
Interpretation (CE&I) programs, including formal and informal education efforts, community outreach, 
and education partnerships. SNAP wishes to strengthen and coordinate these efforts by creating an 
environment of collaboration, synergy, and focused productivity that will assure that CE&I efforts 
about Southern Nevada public lands are strategically planned and effectively implemented. An 
important step toward this mission identifying a baseline of the collective scope of SNAP’s CE&I 
efforts. 
The purpose of TASK 3 was to document the total number of people reached through SNAP (and 
partner) CE&I efforts over a one-year period (Fiscal Year 2009)1 and establish baseline information 
on the total number of people each agency reaches.  
 
METHODS 
SNAP agency staff and partners2 met on December 19, 2008 and January 21, 2009 to identify and 
agree on data collection protocols and methodology (i.e., what efforts to count and how to count 
them). The CE&I-effort categories, definitions, and data-collection methods are summarized in Table 1. 
 
                                              
1  October 1, 2008 through September 30, 2009 
2  Project committee members were Kathy August (BLM), Sky McClain (NPS), Tricia Mynster (USFS), Athena Sparks (Red Rock 
Canyon Interpretive Association – representing partners), and Allison Brody (UNLV-PLI – Facilitator). A FWS representative was 
not available when determining data collection protocols and methodology. 
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The following general definitions were developed during project meetings: 
Personal Services = CE&I Experiences that require a person to deliver. 
Presentation = An activity or experience that is planned, structured, thematic, and organized.  
 
TABLE 1. CE&I-EFFORT CATEGORIES, DEFINITIONS, AND DATA-COLLECTION METHODS 
Category Definition Data-collection Method 
Classroom Presentations  
(off-site) 
Curriculum-based (aligned to 
standards) presentations that take 
place off-site (e.g., in a classroom or 
assembly) 
Count the number of participants. 
Field Trip Presentations 
(on-site)  
Curriculum-based (aligned to 
standards) presentations that take 
place on-site. 
Count the number of participants. 
Adult Community Presentations 
(off-site)  
Presentations that occur off-site for 
primarily adult audiences. Includes 
distance learning presentations 
Count the number of participants. 
Adult Presentations 
(on-site)  
Presentations that occur on-site for 
primarily adult audiences. 
Count the number of participants. 
Youth-based Presentations  
(on-site)  
Presentations that occur on-site for 
primarily non-curriculum youth 
audiences (e.g., scout groups, clubs, 
etc.) 
Count the number of participants. 
Youth-based Presentations  
(off-site)  
Presentations that occur off-site for 
primarily non-curriculum youth 
audiences (e.g., scout groups, clubs, 
etc.). Includes live distance 
presentations 
Count the number of participants. 
Presentations that take place 
during hikes, rides  
Presentation is planned; modality is 
what defines this category. 
Count the number of participants. 
Presentations that take place at 
Visitor Centers  
Example: Tabletop activities, scheduled 
presentations such as storytellers. 
Voluntary, mixed group presentations 
Count the number of participants. 
Campground and Site-based 
Presentations  
Voluntary, mixed group presentation 
that occurs at site. Includes 
historical/cultural demonstrations and 
scientific demonstrations. 
Count the number of participants. 
Special Event (on-site)   On-site program and/or booth (can 
include activity-based booth). 
Count the number of participants 
that visit booths. 
Booths at Community Events  
(off-site)  
Off-site booths (may contain activities). 
Includes Tread-Lightly trailer, Smoky 
trailer, mascots.  
Count the number attending the 
booth and being met by the mascot. 
For some events, it may be 
appropriate to provide the number 
attending the event. 
Roving Encounters with visitors that take place 
away from visitor center. Includes 
giving information (e.g., answering the 
question “where is the trail”) as well as 
information about the resource (a mini-
interpretive moment). 
 
Count the number of contacts. 
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REV (Restoration, Education and 
Volunteerism) and Service-
Learning Programs 
Education program designed for 
specific volunteer events that give a 
scientific context to the volunteer 
experience.  
Count the number of participants. 
Training Volunteers and Staff Internal audiences. Planned 
presentations with defined outcomes. 
The training should be about the 
resource or about CE&I methods. 
Count the number of participants. 
Earned media with interpretive 
or educational content  
(Radio and TV) 
 Count the number of 
appearances/shows.  
Do not count the number of 
estimated viewers/listeners. 
Teacher Workshops Curriculum-based training for teachers. 
Most include curriculum materials and 
handouts. Website resources may also 
be given. 
Count the number of participants. 
Trunks and Loan Materials An educational kit used by a teacher 
reaching a number of students.  
Count the number of students that 
the teacher has in his/her class(es). 
Planned presentations for 
families or mixed audiences that 
occur on-site** 
Planned mixed group presentation that 
occurs on-site. Includes 
educational/cultural demonstrations 
and family-based recreational 
activities. 
Count the number of participants. 
Planned presentations for 
families or mixed audiences that 
occur off-site** 
Planned mixed group presentation that 
occurs off- site. Includes 
educational/cultural demonstrations 
and family-based recreational 
activities. 
Count the number of participants. 
 
**  Categories that were added after the initial development of definitions (to accommodate the new Families in Nature 
program and the emerging FWS programs).  
 
DATA COLLECTION 
Individual SNAP agencies were responsible for collecting and submitting data according to the 
definitions and criteria listed above. Data were submitted by BLM, FWS, NPS, USFS, Red Rock 
Canyon Interpretive Association (RRCIA), and UNLV-PLI.  
 
RESULTS 
Data were collected on the number of people reached by CE&I services and programs provided by 
SNAP agencies and supporting organizations. As of May 31, 2010, a total of 59,058 people were 
reached through approximately 2,617 programs and experiences in 2009 (Tables 2 and 3). 
However, there are several pieces of information that are believed to be missing, including field trip 
presentations given by RRCIA and Mojave Max presentations delivered at schools.  
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TABLE 2. NUMBER OF PEOPLE REACHED DURING FISCAL YEAR 2009. 
Type of Personal Program BLM NPS FWS USFS RRCIA 
PLI/ 
SNAP 
TOTALS 
Classroom presentations  
(off-site)  370 1,262  1,532  3164 
Field Trip presentations 
 (on-site)  7,747 2,602 500   4,219 15068 
Adult community presentations (off-site)   228 139  407 23 797 
Adult presentations (on-site)   48   42 340 430 
Youth-based presentations (on-site)   880  186 166 904 2136 
Youth-based presentations (off-site)   1,767  23 432 566 2788 
Presentations that take place during hikes, rides  115 747 38 503 427  1830 
Presentations that take place at Visitor Centers  2,367 273   2,323  4963 
Campground and site-based presentations   754 260 1,426   2440 
Special Event (on-site)   368 80 430   878 
Booths at community events (off-site)  1,200 13,425 500   1,450 16575 
Roving 3,812 1,645  603   6060 
REV and service-learning programs  797    185 982 
Training volunteers and staff  26 52 10  65 153 
Earned media with interpretive content   2     2 
Teacher Workshops 50 96    25 171 
Trunks and Loan materials       0 
on-site presentations for mixed audiences or 
families**       120 120 
off-site presentations for mixed audiences or 
families**   344 102   55 501 
TOTALS 15,291 24,372 2,933 3,181 5,329 7,952 59,058 
 
**  Categories that were added after the initial development of definitions (to accommodate the new Families in Nature 
program and the emerging FWS programs).  
 
Together, SNAP agencies and partners reached almost 60,000 people during fiscal year 2009. 
However, it should be noted that nearly a third of these participants were the recipients of relatively 
brief, voluntary contacts that occurred while attending booths at community events, including Earth 
Day and Day of the Dead/Día de los Muertos (Winchester Cultural Center, estimated number of 
people in attendance at the 2008 Day of the Dead/ Día de los Muertos Festival was 11,000). The 
relatively large number of contacts made at booths is likely a reflection of the hiring of SNAP field 
TASK 3:  Reaching SNAP Audiences 
 
 
Page 6 • TASK 3 
TABLE 3. NUMBER OF CE&I PROGRAMS GIVEN DURING FISCAL YEAR 2009. 
Type of Personal Program BLM NPS FWS USFS RRCIA 
PLI/ 
SNAP 
TOTALS 
Classroom presentations (off-site)  9 37  31  77 
Field Trip presentations (on-site)  127 100* 8   111 346 
Adult community presentations (off-site)   13 5  12 2 32 
Adult presentations (on-site)   1   2 21 24 
Youth-based presentations (on-site)   22*  6 7 22 57 
Youth-based presentations (off-site)   27  1 12 29 69 
Presentations that take place during hikes, rides  788 43 3 36 58  928 
Presentations that take place at Visitor Centers  128 12   93  233 
Campground and site-based presentations   19 26 40   85 
Special Event (on-site)    2 1 2   5 
Booths at community events (off-site)  1 9 4   4 18 
Roving 679 ?  24   703 
REV (Restoration, Education and Volunteerism) and 
other service-learning programs 
 6    5 11 
Training volunteers and staff  2 1 1  3 7 
Earned media with interpretive or educational content 
(Radio and TV)  3     3 
Teacher Workshops 3 3    1 7 
Trunks and Loan materials       0 
**on-site presentations for mixed audiences or families       3 3 
**off-site presentations for mixed audiences or families   3 5   1 9 
TOTALS 1726 274 90 110 215 202 2617 
*  These numbers are estimates only. 
**  Categories that were added after the initial development of definitions (to accommodate the new Families in Nature 
program and the emerging FWS programs).  
 
ACCOMPLISHMENTS AND FINDINGS 
Counting protocols were established, and data were collected by the FWS, USFS, NPS, BLM, RRCIA, 
and UNLV-PLI about CE&I efforts in Southern Nevada. These data show that in excess of 59,058 
people were reached through approximately 2,617 programs and experiences in fiscal year 2009.  
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TASK 4:  DEVELOP A GRAPHIC NOVEL PROGRAM 
    
 Mojave is Our Home Graphic Novels 
 
Originally intended to focus on reaching alternative 
audiences with unique delivery systems, this task 
ultimately focused on developing a set of three graphic 
novels featuring animals found in the Mojave Desert: 
1. The Story of Gill 
2. Trashed! 
3. Damselfly Surprise 
 
  
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This page intentionally left blank. 
TASK 4:  Develop a Graphic Novel Program 
 
UNLV PUBLIC LANDS INSTITUTE  
Education in the Environment Compendium TASK 4 • Page 1 
TASK 4:  Develop a Graphic Novel Program 
 
M O J AV E  I S  O U R  H O M E  G R A P H I C  N O V E L S  
BACKGROUND 
Graphic novels first appeared in the 1950s and 1960s as longer stories written in comic strip format. 
There has been a recent revival in this media:  sales went up 500% from 2001 to 2007 making them 
nearly a $4 million dollar business. More importantly, graphic novels have an appeal that catches 
children’s attention and makes them take notice. The graphic novel delivery system was therefore 
identified as a compelling way to deliver SNAP messages to new audiences. This approach gained 
added credibility through facilitated listening sessions held with administrators and teachers from the 
Clark County School District in 2009 (reported under TASK 9). These listening sessions revealed that 
teachers are extremely supportive of multiple delivery systems, especially those that utilize visual 
media, such as graphic novels.  
 
APPROACH 
In 2009, the idea was approved to develop a series of graphic novels as an alternative delivery 
system to connect children to the plants and animals of the Mojave Desert. Project Manager Allison 
Brody (UNLV-PLI) facilitated a planning team that explored opportunities to collaborate with the Las 
Vegas Springs Preserve in this endeavor. The planning team decided to feature animals in the graphic 
novels that were either currently on display at the Springs Preserve or that live in the more than seven 
million acres of public lands surrounding the Las Vegas Valley. Because of the potential for children 
and their families to actually see the animals featured in the stories, readers can make significant 
emotional and cognitive connections that can result in an active desire to understand and protect 
animals and wildlife in their natural habitat. The planning team set the following expectations for 
children who read these novels: 
 Learn The natural history of animals found in Southern Nevada, and understand that 
these animals want food and a safe place to live, just like us. 
Feel Excited to learn about the Mojave and a positive feeling towards the animals that 
live here. Instill a desire to care for and protect animals living on public lands.  
Do Look for information about other Mojave wildlife, seek out natural places, and 
care for our public lands. Have an increased desire to explore the nearly seven 
million acres of public lands surrounding Las Vegas. 
To implement this project, a relationship was forged with well-known comic book artists Matthew and 
Shawn Fillbach (The Fillbach Brothers). This collaboration resulted in a vision for a Mojave is Home 
graphic novel series. In 2009, the first graphic novel “The Story of Gill, the Gila Monster Who Found 
a New Home” was written, illustrated, and published followed by “Trashed!” and “Damselfly Surprise” 
in late 2011. Copies of the graphic novels are provided in Attachment 4.A. Complementary 
information, web-strips of the novels, and PDF files of natural history information were developed to 
accompany the graphic novels and made available at the following website 
http://publiclands.unlv.edu/graphicnovels/onlinecomic.htm. 
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While graphic novels offer a unique, fun way to receive agency messages, the experience of reading 
a book (or comic book) happens in isolation; curricular extensions were viewed as a way to capitalize 
on the product and its messages in an educational setting – and enhance their potential as well. They 
were viewed as being useful in variety of subject areas, including science, art, reading, and social 
studies, and needed to bring about the following benefits: 
1. Provide a way for teachers to integrate the graphic novel into curricular objectives. 
2. Provide a way to gain deeper understanding about environmental issues. 
3. Build context by linking the experience of reading the graphic novel with classroom subject 
matter and academic curricula.  
4. Support other delivery systems (such as field trips) by giving teachers a way to extend the 
learning that might happen when students attend a field trip to public lands.  
5. Provide a way to use the local environment to help connect to broader curricular pieces, such 
as ecosystems. 
Accordingly, curricular extensions were developed to accompany “The Story of Gill” (see Attachment 
4.B: Curricular Extensions for “The Story of Gill”). These extensions included a four-part process: 
Students (1) read the graphic novel, (2) solve a crime scene investigation, (3) participate in a 
courtroom trial role play, and (3) create a management plan to combat the illegal wildlife trade. 
Together, these activities address the social and ecological issues surrounding the illegal wildlife 
trade.  
The extensions are available as a teacher kit that can be borrowed from the Clark County School 
District Curriculum and Professional Development Division (CPDD). They included the complete 
curricular extension, a classroom set of graphic novels, and everything a teacher needs to facilitate 
the activities with students. The Director of CPDD has endorsed these kits, which are administered by 
CPDD. Six kits were produced and delivered to CPDD. 
A teacher workshop was held in April 2011 to present the Mojave is Home graphic novel series and 
provide training on using the teacher kits. Participating teachers were invited to complete a follow-up 
survey in evaluation (see Attachment 4.C: Summative Evaluation: The Story of Gill and Curricular 
Extensions) of the effectiveness of the “Story of Gill” and its accompanying curricular extensions. 
 
ACCOMPLISHMENTS 
 Three graphic novels were published. 
 Curricular extensions were developed for one graphic novel. 
 Six teacher kits were created to deliver the curricular extensions, and a teacher workshop was 
conducted to train teachers to use the kits.  
 An evaluation report was completed. 
 
ATTACHMENTS 
4.A Graphic novels: “The Story of Gill”, “Trashed!”, and “Damselfly Surprise”  
4.B Curricular Extensions for “The Story of Gill” (on CD)  
4.C Summative Evaluation: “The Story of Gill” and Curricular Extensions 
SUMMATIVE EVALUATION:  THE STORY OF GILL AND CURRICULAR 
EXTENSIONS 
BACKGROUND  
To gauge the effectiveness of the “Story of Gill” graphic novel and associated curricular extensions, a 
survey was delivered to teachers following a training workshop.   
In a school setting, it is hoped that the Mojave is Home graphic novel series can help teachers tap into 
students’ inherent interest in the natural world in a way that broadens academic connections beyond 
the natural sciences.  When combined with carefully crafted curricular extensions, they also fulfill the 
important need to balance the messages of the SNAP agencies with the emotional and intellectual 
needs of the students.   
Donald Kirkpatrick, president of the American Society for Training and Development in 1975, 
developed a model describing different levels of questions that can be included in an evaluation 
instrument (www.kirkpatrickpartners.com): 
 Level 1: Reaction. To what degree participants react favorably to the training. 
 Level 2: Learning. To what degree participants acquire the intended knowledge, skills, 
attitudes, confidence, and commitment based on their participation in a training event. 
 Level 3: Behavior. To what degree participants apply what they learned during training 
when they are back on the job. 
 Level 4: Results. To what degree targeted outcomes occur as a result of the training event 
and subsequent reinforcement. 
The lower levels evaluate relatively simple reactions to any given training, while the higher levels seek 
to document deeper, arguably more meaningful results.  Because we wanted to determine not only 
whether the teachers enjoyed the teacher workshop, but also how it impacted both their teaching and 
their students’ learning, we included several Kirkpatrick Level 3 and Level 4 survey questions.  
METHODS  
A teacher workshop was offered in April 2011 to take teachers through each of the curricular 
extension activities, giving them the knowledge, skills, and confidence to facilitate the activities with 
their students.  In the promotional flyer, teachers were told that:  
In this workshop you will become a crime scene investigator as you explore the world of illegal 
wildlife trade.  In these short hours you will bring the accused to trial where justice will be served. 
Before the workshop is over you will spend $100,000 to protect the millions of plants and animals 
affected by this dangerous industry. 
This workshop will explore ways to use field trips and classroom resources to extend academic 
curriculum and inspire students to become ambassadors for the wild places where they live.  
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$100,000 to protect the millions of plants and animals affected by this dangerous 
industry. 
This workshop will explore ways to use field trips and classroom resources to 
extend academic curriculum and inspire students to become ambassadors for the 
wild places where they live.  
The workshop was advertised through an informational booth and workshop held at 
the Southern Nevada Regional Science and Math conference in Las Vegas. Originally 
aligned to Middle School content standards, conversations with teachers that came to 
the booth made it clear that more than middle school teachers are interested in using 
the graphic novel. Therefore the workshop was opened up to teachers in elementary 
and high school. 
Twenty‐five teachers initially registered for the workshop; twenty‐one actually 
participated. Following the workshop teachers were sent a link to an on‐line survey.  
RESULTS  
Questions 1­2. Teachers were asked what grade level they teach and what subject they 
teach. 
Even though the curricular extensions were originally aligned to middle school state 
standards, elementary and high school teachers were also interested: 
No. of Teachers  Grade Level  Comments 
16  Elementary   Most teach 3‐5th grade, or K‐5 
4  Middle school    
2  High school    
1  Special education    
1  Other    
 
Ultimately, the activities included in the curriculum proved to be adaptable for a variety 
of grade levels. As one teacher stated:   
 
“I would like to use portions of the kit. Some activities might be too 
difficult for this grade level (particularly the tire portion). I would use 
the crime scene investigation tools with the footprints and fingerprints. 
I could use the courtroom scenario to meet ELA [English Language 
Arts] standards in listening and speaking.” 
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Statements like this indicated that not only were the activities adaptable, but will be of 
interest and relevant to a variety of students. This justified our decision to open up the 
workshop to all grade levels. 
We were successful in making the workshop and curricular activities appealing and 
relevant to a range of academic subject areas beyond the natural sciences: 
No. of Teachers  Subject 
11  All subjects 
5  Science  
(2 Earth Science, 1 Life Science, and 2 Science) 
1  Learning Strategist 
1  Literacy Specialist 
1  Math 
1  Reading 
1  Special Education 
During the workshop it became evident that there was not only a great deal of diversity 
in the participating teachers in terms of the subject areas they taught, but that this 
resulted in a diversity of ideas about how graphic novels could be used in the classroom. 
Some of these ideas included using the activities/graphic novel to teach students about 
the illegal wildlife trade; allow students to develop skills with persuasive writing and 
thinking; give students practice with presentation skills; and give students a unique 
opportunity to participate in fun activities.  
As one teacher put it:  
“My 5th graders would love the whole ‘CSI’ idea for the classroom. Thanks!” 
Questions 3­11:  Teachers were asked to indicate on a four‐point Likert scale the 
degree to which they agreed with a series of statements. Every respondent (100%) 
agreed with the following statement, assigning the highest ranking possible to each. 
 I found the workshop was meaningful. 
 Overall, I found the curricular extension activities were relevant. 
 The workshop presentation was enjoyable. 
 The workshop presentation made me think. 
 After the workshop, I talked to others about what I learned. 
 I think the extension activities about the illegal wildlife trade were interesting. 
 I feel the extension activities about the illegal wildlife trade are connected to 
things my students should know about. 
 Overall this workshop impacted my appreciation of wildlife; and that 
 Overall this workshop was worth my time. 
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In conclusion, data has revealed important information about the use of the Mojave is 
Home graphic novel series and associated curricular extensions. In particular, we 
learned that: 
1. The materials span curricula and grade levels. 
2. Graphic novels are a good way to impact teachers’ appreciation for wildlife.  
3. The workshop provided a way for teachers to transfer their newly‐gained 
knowledge and skills through instruction. 
4. An issue that seems unconnected – such as the illegal wildlife trade – can be 
presented in a way that is relevant to students in Clark County. Teachers believe 
the illegal wildlife trade is meaningful to them and their students, and it is 
connected to things their students should know about. 
5. Workshops are a good way to introduce teachers to new experiences. 
Requests for teacher kits began immediately after the workshop. Only one person 
stated that they did not plan to use the kit because “In my current position, it is not 
applicable to my curriculum. If I were to change positions, it would definitely be 
something I would consider.” 
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TASK 5:  Work With the Hispanic Community to 
Implement at Least Two Educational Projects 
 
H I S P A N I C  O U T R E A C H  P R O J E C T S  
Approximately 30% of the overall population in Clark County, Nevada is made up of Hispanic persons 
(Table 1), many of whom visit Southern Nevada public lands.  
TABLE 1 
City of Las Vegas Census Data 
U.S. Census Bureau, American Community Survey, 2006-2008 
Total population 564,484 
White persons 70.8% 
Black or African American persons 10.3% 
American Indian and Alaska Native 0.6% 
Asian persons 5.5% 
Native Hawaiian and Other Pacific Islander 0.5% 
Some other race 8.8% 
Two or more races 3.6% 
Hispanic or Latino (of any race) 30% 
  
Foreign Born 22.8% 
Speak a language other than English at home (>5 yrs old) 33% 
Living in same house, 1995 and 2000 35.5% 
 
BACKGROUND 
Southern Nevada Agency Partnership (SNAP) agencies have expressed a desire to conduct outreach 
specific to the Southern Nevada Hispanic population, communicating messages and information about 
responsible recreation. At the onset of this project, most agency communications materials were only 
available in English, and few staff members had the ability to communicate with this audience. To a 
large extent, this remains true in 2011. 
There are many examples of entities that have embarked on Hispanic/Latino outreach initiatives (e.g., 
Boys and Girls Clubs of America, The Children’s Aid Society, and various health and safety agencies), 
leading to the creation of a body of knowledge on what constitutes effective practices. The Boys and 
Girls Clubs of America use a “successful outreach approach with best practices collected from 
extensive field tests” for reaching an audience whose culture differs from that of the presenting 
organization. This approach includes the components in the following list.   
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 Having cultural competency, which involves:  
o adhering to cultural protocols, and 
o developing a meaningful understanding of how issues of race and class can create 
barriers to communication, and creating methods to overcome these barriers. 
 Understanding your audience 
 Community engagement via: 
o word-of-mouth referrals,  
o at established community events,  
o through community collaborations, and 
o through targeted programming. 
 
APPROACH 
To ensure successful application of these recommendations, the Project Manager Allison Brody (UNLV-
PLI) enlisted the help of Language Sources (Las Vegas, NV)—a multilingual language services, 
diversity outreach, specialty marketing, and public relations firm—to help guide and implement 
Hispanic outreach strategy and activities for SNAP agencies. Language Sources has extensive 
knowledge of the Las Vegas Hispanic Community. Working with this company helped ensure that 
communications would be culturally competent, that communication tools would be effective, and that 
staff could effectively participate in established community events.1  
This work resulted in the development of the Southern Nevada Agency Partnership • Public Lands 
Institute Hispanic Communications Plan (see Attachment 5.A), which was approved by the SNAP 
Board in March 2009. This communications and outreach strategy includes the following components: 
(1) developing communication tools; (2) engaging community leaders; (3) participating in community 
events; (4) implementing a targeted education program, Families in Nature; and (5) conducting a 
research survey of this audience. Figure 1 graphically represents these relationships. The goals and 
objectives of the plan are listed below. 
Goals 
 
 Communicate the importance of the natural world and inspire Hispanics, primarily Spanish-
dominant, to become actively involved in public lands sites – to recreate, to discover and 
to protect. 
 Increase public awareness among Hispanics, primarily Spanish-dominant, about issues that 
affect the environment and the natural balance in public lands, including 
dumping/littering, illegal fire, etc. 
 Begin creating volunteer networks among Hispanics and increase volunteer participation. 
 Over time, modify resource-impacting behaviors (e.g., littering), and build stewardship 
and knowledge of the natural world and Nevada’s public lands among Hispanics 
 
                                              
1  See also Mayeno, A., 2000. Environmental Education Needs and Preferences of an Inner City Community of Color. Master’s 
Thesis, San Francisco State University, San Francisco, CA).     
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Primary Objectives  
 
 Design and implement a series of communications tools, Spanish-language print materials, 
which will pursue the established goals and will emphasize the plan’s messaging.  
 Build a collaborative network within the Hispanic community by engaging leaders and the 
public through established outreach that will include meetings, event participation, and 
targeted education. 
 
Primary Messages 
 
 Public lands offer learning opportunities, adventure, physical activity and the chance to 
reconnect with nature. 
 We have the power to enjoy and protect our natural treasures by keeping in mind a few 
simple things. 
 Southern Nevada has beautiful natural treasures that belong to all of us. 
 
Secondary Messages 
 
 The environment holds a delicate balance that can be easily disrupted by human action. 
 Agencies entrusted to guide our care of the land are our partners in the protection of our 
lands and our safety. 
 
FIGURE 1. HISPANIC COMMUNICATION AND OUTREACH STRATEGY  
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OUTCOMES
Strategic Objective 1:  Develop Communication Tools 
Various communication products and activities were developed specifically for SNAP Hispanic 
Outreach. During a meeting with Las Vegas Hispanic community leaders, the Consul General de 
Mexico recommended Spanish-language comic books as a means to effectively communicate 
messages to children and their families. Therefore, A. Brody worked with Language Sources to create 
a series of three Spanish-language comic books featuring “Super Hector,” a bighorn sheep character 
who is the mascot of the Don’t Trash Nevada program. Created with continuity in mind, this new use of 
“Super Hector” extended Don’t Trash Nevada messages to a Spanish-speaking audience. The comic 
books (included within Attachment 5.B) produced each address a different topic in a layered manner, 
making the messages accessible to a variety of age levels. The three topics are: (1) anti-litter (“La 
Invasion del Basuron”), (2) stay on trails (“Camino Peligroso”), and (3) be prepared/enjoy safe 
recreation (“Fiesta en al Lago”).   
In addition to Super Hector, other memorable characters appear in the comic book series. These 
characters were incorporated into two activities designed for use at local outreach booths:  a “Dunk 
the Trash” poster/activity, and a variation on “Snakes and Ladders” (translated as “Up and Down” in 
Spanish) life-sized board-game activity. Additionally, a Spanish-language pull-up banner display 
was developed to orient people to the public lands around the Las Vegas Valley and the variety of 
recreational opportunities to be enjoyed there. Electronic versions of these items are also provided 
within Attachment 5.B. 
Other communication tools and activities specifically designed for this project included: 
 
1. Bilingual Children’s Activity – Animal Locomotion 
2. Nature Passports for the Día del Niño Festival 2009 to introduce and promote 
participation in Families in Nature program 
3. Up and Down and Dunk the Trash (about litter in the environment) 
4. Wheel with health facts – exploring our public lands is part of a healthy lifestyle 
5. Various site-specific environmental education activities used during Families in Nature field 
trips 
6. Multimedia animated slideshow (delivered at Families in Nature reception) 
7. Photographic Exhibit (displayed at Winchester Cultural Center March 2011) 
 
Strategic Objective 2: Engage Community Leaders 
Meetings with leaders and key members of the Hispanic community were held in October 2008 and 
March 2009 to establish collaborative networks and generate engagement.  A one-page 
informational sheet was distributed during the meetings. Maria Marinch (President, Language Sources) 
coordinated and facilitated these meetings, which the following individuals attended:  
 Mariano Lemus Gas, Consul General de Mexico, Mexican Consulate Office, Las Vegas  
 Edmundo ‘Eddie’ Escobedo, Chairman and Publisher of El Mundo Southern Nevada’s 
oldest Spanish-language newspaper  
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 Victoria Napoles-Laza, Senior Executive Vice President, Las Vegas Latin Chamber of 
Commerce  
 Otto Merida, President and CEO, Las Vegas Latin Chamber of Commerce 
Follow-up meetings were conducted in August 2011. 
 
Strategic Objective 3: Participate in Community Events 
A successful presence at community outreach events requires good communication products and 
activities. But it also requires an insider’s understanding of the community. Language Sources was 
therefore contracted to capitalize upon its existing community relationships and standing/acceptance 
within the community. In this way, the organizers of several Hispanic community events extended 
invitations to Project Manager Allison Brody (UNLV-PLI) to participate, which set SNAP up for success 
in terms of being accepted, and having people willing to listen to the messages delivered at the 
booth. Additionally, Language Sources provided staff for each booth, ensuring that the agreed-upon 
messages were not only translated into Spanish, but also were delivered in culturally correct ways. 
The community events where a SNAP booth was staffed include: 
1. Michoacan Cultural Festival (October 2008)  
2. Día del Niño Festival (April 2009)  
3. Mexican Family Day (May 2009) 
4. Latin Chamber of Commerce Breakfast (2009) 
5. La Oportunidad Business Conference and Consumer Expo (August 2009) 
6. Vive tu Vida Health Fair (October 2009) 
7. Día del Niño Festival at Springs Preserve (April 2010) 
8. Children’s Festival at Winchester Cultural Center (April 2010) 
9. Día Del Niño Festival at Winchester Cultural Center (April 2010) 
10. Latin Chamber of Commerce (August 2011) 
 
Strategic Objective 4: Create and Conduct Targeted Education Programs 
The Hispanic Communications Plan recommends using targeted education programs, deliberately 
designed not just for this audience but with this audience. To this end, UNLV-PLI and SNAP 
collaborated with a community liaison at the Clark County Winchester Cultural Center (Irma Varela 
Wynants, Cultural Specialist) to develop the Families in Nature education program. Together, they 
built a specialized community-engagement framework to rebuild lost connections among families, 
nature, and the targeted community through transformative environmental education and recreational 
experiences. 
The Families in Nature program sought to both promote environment stewardship and, at the same 
time, create healthier communities by enhancing their relationship with nature. The program reached 
community members where they are with a series of safe learning experiences that provided more 
than a typical environmental education program. It connected families to our public lands in deeper, 
more meaningful ways, and involved them in shaping the program. Field trips to public lands made up 
the core of the Families in Nature program. These field trips generally consisted of three components: 
an educational experience; a recreational experience; and a social experience (which included travel 
time on the bus, a potluck lunch, and time for free play). A stewardship ethic was always integrated 
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into the programming, and when possible, a stewardship activity was also included. The foundation of 
the program's success was the strong partnership among a cultural specialist, an environmental 
education specialist, and land-management agency specialists and their desire to re-build a 
community's relationship with nature. Appendix 5.C includes a multi-media slideshow presentation (on 
DVD) depicting Families in Nature experiences.  
 
Families in Nature Vision 
 
Re-connected families, nature, and community. 
 
Families in Nature Mission 
 
Use a community engagement partnership to rebuild lost connections among families, nature, 
and targeted communities through transformative experiences that create healthy communities 
in a healthy environment.   
 
Families in Nature Goals 
 
 Establish connections and understanding of nature and public lands among diverse 
communities 
 Create welcoming atmosphere for diverse groups in the public lands 
 Develop engaged community leadership that can promote stewardship and responsible 
use of the public lands 
 Identify and develop cultural connections between communities and the land 
 Increase understanding of the diverse audiences by the agencies 
 Increase understanding of the agency’s roles by diverse communities 
 
Seventeen Families in Nature field trips and activities were conducted between October 2009 and 
June 2011 (Table 2). A focus-group survey was conducted on Families in Nature participants (see 
Appendix 5.C: Families in Nature Focus Group Survey). The Families in Nature program was 
honored at the Nevada Recreation & Park Society 2011 Conference, receiving Program of the Year 
and Best Program for Children prizes.  
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TABLE 2. FAMILIES IN NATURE FIELD TRIPS AND OTHER ACTIVITIES 
 Date Event Location Theme/Activities Participants 
1 10-2008 Winchester Cultural Center 
(Clark Co.) 
Michoacán Cultural Festival – 
introduction and promotion of Families 
in Nature 
100 
2 04-25-2009 Winchester Cultural Center 
(Clark Co.) 
Día del Niño Celebration Families in 
Nature Activities 
100 
3 05-16-2009 Winchester Cultural Center 
(Clark Co.) 
Preparation for 6/20/2009; Know 
Before You Go 
50 
4 06-20-2009 Spring Mountains National 
Recreation Area (USFS) 
Introduction to Public Lands; Weather 
Studies 
55 
5 08-18-2009 Lake Mead National Recreation 
Area (NPS) 
Kayaking; Invasive Species 15 
6 09-19-2009 Old Spanish Trails Park (Clark 
County) and Red Rock National 
Recreation Area (BLM) 
Cultural Connections; Guided Hiking; 
Litter Cleanup 
45 
7 11-21-2009 Winchester Cultural Center 
(Clark Co.) 
Nature Art; introduction to Camping 15 
8 01-30-2010 Spring Mountains National 
Recreation Area (USFS) 
Snow Types; Snow Play 56 
9 03-20-2010 Moapa Valley National Wildlife 
Refuge (USFWS) 
Invasive Species; Leave No Trace 
Principles; Native Grass Restoration 
38 
10 05-08-2010 Lake Mead National Recreation 
Area (NPS) 
From Lake Mead to Mexico: the Story 
of Water 
50 
11 07-17-2010 Spring Mountains National 
Recreation Area (USFS) 
Citizen Science – Ant Safari; Burn-site 
Visit 
40 
12 09-25-2010 Valley of Fire State Park (NV) Guided Hiking; Rock Art Viewing   45 
13 11-06-2010 Pahranagat National Wildlife 
Refuge (USFWS) 
Nature Art; Guided Hiking; Bird 
Watching 
55 
14 02-26-2011 Red Rock Canyon National 
Conservation Area (BLM) 
Geo-caching; geology yoga; painting 
with pastels 
50 
15 03-26-2011 Winchester Cultural Center Families in Nature Celebration 
reception, photographic display, and 
multi-media presentation 
85 
16 5-21-2011 Corn Creek, Desert National 
Wildlife Refuge (USFWS) 
Desert NWR Birthday Celebration 58 
17 6-11-2011 Camp Petosi, Spring Mountains 
NRA 
Stewardship, climate, and nature hike 55 
 TOTAL 912 
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A. Brody and SNAP Education staff also took advantage of a traditional Mexican holiday—also 
celebrated in Las Vegas—to deliver SNAP messages in an extraordinarily culturally relevant way. 
The Clark County Winchester Cultural Center hosts an annual Day of the Dead/Día de los Muertos 
celebration (November 1-2), providing a forum where families and friends gather to remember the 
deceased. Winchester Cultural Center invites individuals and groups to build altars upon which to 
place elaborate ofrendas (or offerings) to honor ancestors and other departed individuals. In 2008, 
SNAP partnered with PLI to create an ofrenda for 13 people who had drowned at Lake Mead during 
the previous year; the ofrenda carried the message of water safety (Figure 2; note traditional 
elements such as white candles and flowers; as well as skeletons with reference materials such as life 
jackets, water bottles, and maps; other skeletons with reference materials such as empty beer bottles; 
and La Llorona). Most of the 13 victims were young Hispanic males, making the ofrenda especially 
relevant. Following the success of the original entry, SNAP has created ofrendas and participated in 
this important celebration each subsequent year. 
 
FIGURE 2. CONSTRUCTING A DÍA DE LOS MUERTOS WATER SAFETY OFRENDA 
 
Strategic Objective 5: Research 
A SNAP priority, as communicated by the SNAP Recreation Team was the need to better understand 
of Hispanic audiences. To meet this need, the A. Brody coordinated the development and execution of 
a telephone survey instrument designed to provide statistically valid results. Ideally, this study would 
have been conducted, instead, as a comprehensive, front-end assessment that could then inform the 
development of all related communication tools, messages, and the overall Hispanic Outreach 
Strategy. However, the process required to gain approval from the Office of Management and 
Business (OMB) took more than three years to complete (see Attachment 5.D: Hispanic Survey 
Research Goals and Research Proposal). Nonetheless, the knowledge gained from the survey, which 
has been described within a report (see Attachment 5.E: Public Lands Use in Clark County: Survey 
of Hispanic and Latino Residents), will be valuable in informing future decisions and directions for 
the SNAP Conservation Initiative Teams.  
TASK 5: Hispanic Outreach Projects 
 
UNLV PUBLIC LANDS INSTITUTE  
Education in the Environment Compendium TASK 5 • Page 9 
 
ACCOMPLISHMENTS 
 A SNAP Hispanic community communication and outreach strategy was developed  
 15 unique communication products and activities were developed and distributed 
 Approximately 40,000 people attended 14 outreach events, featuring booths and activities 
delivering SNAP messages 
 17 Families in Nature programs and activities were conducted, benefitting more than 900 
people 
 Meetings were facilitated with four community leaders; follow-up meetings were held with two 
leaders 
 A focus group evaluation of the “Families in Nature” environmental education program was 
conducted 
 A multi-media slideshow presentation featuring the experiences of the Hispanic community on 
public lands was developed 
 A telephone survey of 386 Hispanic residents was completed and analyzed 
 
ATTACHMENTS 
5.A Southern Nevada Agency Partnership Public Lands Institute Hispanic Communications Plan 2009-
2010 and Summative Evaluation of SNAP Hispanic Outreach  
5.B Outreach Media Collection (on CD): Super Hector comic books; “Up and Down” and “Dunk the 
Trash” activities; Hispanic Outreach Banner; and Super Hector images. 
5.C Families in Nature Focus Group Report and Families in Nature multi-media slideshow 
presentation (on DVD) 
5.D Hispanic Survey Research Goals and Research Proposal 
5.E Public Lands Use in Clark County: Survey of Hispanic and Latino Residents 
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Introduction 
 
The Public Lands Institute (PLI) at the University of Las Vegas, Nevada is a proactive institution 
tasked with educating, researching and engaging communities in relation to public land 
management and stewardship.  The PLI works closely with The Southern Nevada Agency 
Partnership (SNAP) to address the partnership’s 14 initiatives including litter clean‐up, 
volunteerism, resource protection, recreation, science, research, education and law 
enforcement. SNAP is comprised of the Bureau of Land Management, the National Park Service, 
the U.S. Fish and Wildlife Service and the U.S. Forest Service.  
 
In 2007, the PLI contracted Language Sources, a multilingual language services, diversity 
outreach, specialty marketing and public relations firm in Nevada, to help guide their Hispanic 
communications, research and outreach programs. As part of the collaborative effort put forth 
by the SNAP agencies, the PLI has directed Language Sources to take a series of steps to achieve 
a variety of goals that include 1) understanding reasons why the Las Vegas Hispanic community 
visit public lands sites, 2) identify how to communicate information about the natural world in a 
way that appeals to the Hispanic Community and ensures them to become actively involved in 
public lands sites – to recreate, to discover and to protect, 3) to identify practices that will make 
public lands sites more welcoming to the Las Vegas Hispanic community, and 4) to understand 
the barriers that prevent Las Vegas Hispanics from visiting public lands sites. To this end, the PLI 
is currently developing quantitative and qualitative research projects that will help profile the 
specific audiences within the Hispanic community that the partners needs to reach. While the 
research is being designed and conducted, the partners are proactively initiating a community 
outreach and communications campaign that will be adapted as new information about 
Hispanic users and non‐users of Nevada’s public lands is uncovered. 
 
In order to further the general goals, Language Sources is glad to present the following DRAFT 
communications plan for 2009‐2010 that will be implemented while research is underway. The 
efforts detailed in this plan for 2009‐2010 will be primarily addressed toward the Spanish‐
dominant population of Southern Nevada and will consider the overall current understanding 
of the PLI’s Hispanic target audience. 
 
Goals 
 
The following represent the specific goals related to the 2009‐2010 communications plan: 
 Communicate the importance of the natural world and inspire Hispanics, primarily 
Spanish‐dominant, to become actively involved in public lands sites – to recreate, to 
discover and to protect. 
 Increase public awareness among Hispanics, primarily Spanish‐dominant, about issues 
that affect the environment and the natural balance in public lands, including 
dumping/littering, illegal fire, etc. 
 Begin creating volunteer networks among Hispanics and increase volunteer 
participation. 
 Overtime, modify impacting behaviors (e.g. littering), build stewardship and knowledge 
of the natural world and Nevada’s public lands among Hispanics. 
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Objectives 
 
The following represent the specific objectives related to the 2009 communications plan: 
 Design and implement a series of communications tools, including a Spanish‐language 
website and Spanish‐language print materials, which will pursue the established goals 
and will emphasize the plan’s messaging.  
 Drive traffic to website and increase engaging use of plan tools. 
 Build a collaborative network within the Hispanic community by engaging leaders and 
the public through established outreach that will include community meetings and 
event participation. 
 Conduct media relations activities that further the established goals using both 
controlled and uncontrolled media.  
 
Messages 
 
The following represent some of the primary and secondary messages to be communicated 
through a variety of tools and activities to accomplish the set goals and objectives: 
 
Primary Messages 
 Public lands offer learning opportunities, adventure, physical activity and the chance to 
reconnect with nature. 
 We have the power to enjoy and protect our natural treasures by keeping in mind a few 
simple things. 
 Southern Nevada has beautiful natural treasures that belong to all of us. 
 
Secondary Messages 
 The environment holds a delicate balance that can be easily disrupted by human action. 
 Agencies entrusted to guide our care of the land are our partners in the protection of 
our lands and our safety. 
 
Tools and Activities 
 
The PLI and Language Sources will use a variety of tools and implement a series of activities to 
achieve the established plan goals and objectives and to communicate the appropriate 
messages. All tools and activities will be coordinated accordingly to have synergy and 
continuity. 
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Tools to be developed during 2009 include: 
 
Website 
A site in Spanish will be developed with an original domain name and will cover three areas for 
active engagement established as goals for this plan – to recreate, to discover and to protect. 
Language Sources has benchmarked a series of Spanish‐language websites, including some with 
environmental topics, and has prepared a proposed web map (attached) for the creation of the 
Spanish‐language site.  
 
The agency proposes a visually‐attractive site with abundant images of public lands and original 
copy in Spanish based on the already established PLI website and other program sites. The 
Spanish webpage proposed includes four main areas and four secondary levels. The areas and 
levels have connected content that lead the visitor to specifying key messaging. Please refer to 
the attachment for details. 
 
A series of activities, also detailed in this proposal, will be conducted to drive traffic to the site 
and information flow should be tracked to measure success. The agency will also work on 
modifying and perfecting the site as research and user knowledge develops.  
 
In order to increase traffic to the site, Language Sources recommends the use of an original 
domain name in Spanish that is easily remembered and can be retained by the targeted 
audience. Two suggested Spanish domain names include: 
 
nverde 
“NVerde” uses the initials of Nevada and the word green in Spanish, this domain name 
combines the environment and natural world. Most campaigns related to the environment, 
preservation and stewardship of the land use the “green” reference. Phonetically, the word can 
be read as “In green” – or “Into green” which can have associative qualities of involvement and 
integration. 
 
vivenevada 
“Vive Nevada” is translated as “Live Nevada.” This can be associated with an active call that 
includes the enjoyment of public land and the “call to life” of the public to take care of the 
“living land.” 
 
Language Sources will conduct a survey of the two domain names to verify potential user 
preferences, name retention and association with environmental and general images, 
messages, etc. Findings of such research will be issued with a recommendation by March 2009. 
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Once the site map is completed and approved and the domain name is selected, Language 
Sources will work with the PLI and its specific agents to develop the site. A late‐summer launch 
will be conducive to building an event around the site and other community programs. 
 
Illustrated Booklets 
Language Sources recommends the creation and production of four (4) booklets in 2009‐2010 
driving key messages in a comic/coloring book format that engages both adults and children. 
The booklets will feature animated characters, lead by Héctor a ram superhero, and will contain 
the following elements: 
 Booklets are fun, interactive and also informative with banner at bottom carrying 
statistics and facts. 
 Back cover will include tips and information about the PLI, SNAP and partner agencies. 
 Front and back cover will be full color, while inside is black and white to allow for 
coloring. 
 Booklets use branded animated characters that can be used for the website, 
promotional, advertising and other campaigns (acquisition of rights pending). 
 Booklets can be collected and can be published as series with several topics including: 
◦ Anti‐littering message (La Invasión del Basurón) 
◦ Wild fire prevention (La Amenaza del Fuego Feroz) 
◦ Boat and water safety  
◦ Proper use of trails and picnic areas 
◦ Hiking safety 
◦ Biking safety 
◦ Removal of protected species 
◦ Heroes of the public lands 
 
The first three booklets will be developed from the topics above, while the fourth booklet will 
be created from storyline ideas presented through a student contest which will be designed in 
conjunction with the Clark County School District. This collaboration will increase public 
participation and visibility of the SNAP communication outreach. 
 
The Spanish‐language site will be prominently featured in the booklets to drive traffic and to 
obtain additional information about the contest and other SNAP and PLI programs and 
messages. 
 
Promotional Items 
A variety of promotional items will be created for distribution at community events. Items will 
be eco‐friendly and will be representative of outdoor activities or will be used as engagement 
tools. Some suggestions may include: 
 Eco‐friendly shirts (Potentially collectable with different booklet characters) 
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Promotional Items (Continued) 
 
 Family‐friendly games or items. One concept is to develop a “board game” based on the 
traditional  “Serpientes y Escaleras” or “Snakes and Ladders” game where players go up 
the board with positive messaging (e.g. placing the trash in the appropriate container) 
and go down with negative behavior (e.g. feeding wild animals). 
 Eco‐friendly bookmarks portraying booklet characters and messaging 
 Eco‐friendly “Super Héctor” cape and mask for children 
 
Displays 
Two 33” x 4 ½” pop up displays will be created to be used at community meetings and events to 
reinforce messages through visually‐attractive means. One display will contain information 
about SNAP, its partners and programs, while the other will contain plan messages utilizing 
animated characters. The Spanish‐language website will be promoted in both displays. 
 
As part of this overall plan, activities to be carried out during 2009 include: 
 
Community Meetings 
Meetings with leaders and key members of the Hispanic community will continued to be held 
during 2009 to establish collaborative networks and generate engagement. There will be three 
to six meetings held per semester depending on availability. Special materials, including one‐
sheet information sheet, as well as other available promotional and print items, will be 
distributed during the meetings. A description of organizations with meetings in progress is 
attached for reference. 
 
Special Launch Event 
Language Sources will design and implement a special event at a public land to 1) launch the 
Spanish‐language site and materials, 2) showcase the efforts of the PLI and its partners to date, 
and 3) drive specific key messages. The event should be held mid‐spring or late‐summer to 
allow for outdoor activities, but the specific date and location will depend on the readiness of 
the Spanish‐language materials.  
 
The agency will engage media and other community leaders and will help coordinate overall 
logistics. In addition to the news conference, the event should include an educational family 
trip to the public lands and a volunteer clean‐up or recruitment effort. 
 
Language Sources will work with the local city/county recreation departments and/or school 
district to ensure participation and public traffic.  
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Community Engagement 
Participation at a minimum of four Hispanic‐targeted events will be scheduled during 2009. A 
calendar of potential events with recommendations is attached for reference. Language 
Sources will staff the events, coordinate activities, distribute materials, promote the website, 
collect information and establish relationships for volunteering and other programs (Families in 
Nature). 
 
Some activities may include interactive displays such as “Dunk the Trash”, where children can 
throw the “trash” pasted to a natural scenery background and throw it to a hoop to see the 
scenery restored and clean. This will have a visual impact and involves the participation of the 
community. Promotional items will be given for participation. 
 
Language Sources will work with the PLI and its partners to target and implement the Families 
in Nature program currently under development and integrate it to the goals, objectives and 
messages contained in this plan. 
 
Earned Media and Partnerships 
Language Sources will seek opportunities to publicize key messages and activities in earned 
media. Media advisories, news releases and other materials will be prepared as needed and will 
be sent to the PLI for proper approval prior to distribution. Overall media outreach will be 
coordinated with the PLI according to their agency of record plan and their particular general 
market strategies. Language Sources will target television, print, radio and other social media. 
Efforts will primarily focus on Spanish‐language media, but will include general media when the 
contact is deemed strategic (e.g. launch event).  
 
The agency will also seek collaboration with local print media to create a special edition on the 
environment and public lands that coincides with the launch event. Most earned media efforts 
will begin with launch event. 
 
Public relations efforts for the Families in Nature program will be determined once the program 
is fully developed. 
 
Paid Media and Advertising 
Language Sources will assist the PLI with the development of appropriately targeted paid media 
and advertising as required by their overall communication strategy and their work with the 
general agency of record.  Language Sources will also issue specific recommendations on media 
and advertising strategies once the research currently under development is conducted and 
published. 
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Language Sources encourages the use of the messages established in this plan specifically for 
Hispanic audiences and the use of the characters and creative to be developed in the booklet to 
maximize investment, maintain consistency, increase brand awareness and accomplish Hispanic 
plan goals. 
 
Timeline 
 
Please see attached timeline. 
 
Measurements 
 
Please see attached measurement table. 
 
Budget 
 
A detailed tentative budget is attached for your reference. Language Sources is developing a 
strategic plan to find partner agencies and corporations that will participate to leverage SNAP 
and PLI funding through sponsorships at several levels. 
 
Contact Information 
 
For any questions regarding this plan, please contact: 
 
Maria Marinch, President 
1489 W. Warm Springs Road, Suite 110 
Henderson, NV  89014 
Phone: (702) 617‐7845 
Fax:  (702) 617‐7846 
Cell: (702) 812‐8663 
mmarinch@languagesources.com 
Summative Evaluation: SNAP Hispanic Outreach 
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SUMMATIVE EVALUATION: SNAP HISPANIC OUTREACH 
APPROACH/METHODS  
The SNAP Hispanic Communications and Outreach Strategy included:  (1) developing 
effective, culturally competent communication tools; (2) engaging community leaders; 
(3) participating in community events utilizing our communication tools; (4) 
implementing a targeted education program, Families in Nature; and (5) understanding 
the audience through a Hispanic research project.   
To this end, PLI/Project Manager coordinated with SNAP to conduct the following 
activities: 
 Developed 15 targeted outreach materials and activities that incorporated 
approved SNAP messages 
 Participated in 14 community outreach events  
 Met with community leaders  
 Conducted 17 Families in Nature Activities, benefitting more than 900 people. 
RESULTS/ACCOMPLISHMENTS  
The following were identified as measures to gauge the overall success of the Hispanic 
Outreach Strategy:  
1. The number of communication products and activities developed and 
distributed;  
2. The number of community events attended;  
3. The number and level at which community leaders were engaged;  
4. A focus group of participants of the Families in Nature education program; 
5. The completion of a Hispanic Community Research Project. 
Note:  the Hispanic Outreach Strategy originally included the creation of a website 
targeted to this community, which would have allowed the use of more typical 
marketing benchmarks to measure success.  SNAP opted not to have a website. 
 Measuring Success:  Number of Communication Products and 
Activities Developed and Distributed 
A number of communication products and activities were developed specifically for 
SNAP Hispanic Outreach, including a series of three Spanish‐language comic books 
featuring “Super Hector,” a character based on the Don’t Trash Nevada desert big 
horn sheep mascot.  Each comic was tested with a variety of grade levels, gleaning 
positive results for readability, understanding, relevancy, and enjoyment.  The 
success of these comics was so great that PLI/Project Manager was asked to 
translate “The Invasion of the Trash Monster” comic into English (a service provided 
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by Language Sources).  In all, 12,500 [5,000 of “La Invasion del Basuron”; 2,500 of 
“Camino Peligroso,”  2,500 of “Fiesta en al Lago,” and 2,500 of “The Invasion of the 
Trash Monster” (English)] were printed and distributed through outreach events 
(Table 1) or directly to SNAP teams. 
The “Super Hector” character proved so popular that associated “give‐away” items 
were developed, including Super Hector tattoos, face‐masks, and bookmarks.  A total 
of ___ give‐aways were developed and distributed at outreach booths (Table 1). 
Other characters that appear in the comic book series were incorporated into two 
activities designed for use at local outreach booths:  a “Dunk the Trash” 
poster/activity, and a variation on “Snakes and Ladders” (translated as “Up and 
Down” in Spanish) life‐sized board‐game activity.  Additionally, a Spanish‐language 
pull‐up banner display was developed to orient people to the public lands around 
the Las Vegas Valley and the variety of recreational opportunities to be enjoyed 
there. 
Other Hispanic Community Outreach opportunities, including Dia de los Muertos 
(“Day of the Dead”) dictated the creation of more specialized activities.  In 2008, 
SNAP partnered with PLI/Project Manager to develop an ofrenda (offering) for 13 
people who had died at Lake Mead the previous year of drowning.  Most of these 
victims were young Hispanic males, so the ofrenda carried the message of water 
safety (Figure 2; note traditional elements such as white candles and flowers; as 
well as skeletons with reference materials such as life jackets, water bottles, and 
maps; other skeletons with reference materials such as empty beer bottles; and La 
Llorona).   
Conversations (in Spanish and English) that staff had with hundreds of people that 
visited the ofrenda confirmed that we were successful in delivering this message in a 
way that strongly adhered to cultural protocols; and that both solicited and 
demonstrated meaningful understanding of cultural traditions. Agency staff 
members reported the feeling that we had overcome some barriers to 
communication. Similar ofrendas were created for the 2009 and 2010 Dia de los 
Muertos celebrations (see Table 1). 
Additional activities were developed for other outreach events (see Table 3), 
including a bilingual role‐playing activity about animal locomotion; a series of 
activity stations featuring butterflies and other animals found in the Spring 
Mountains, drawing the parallel animals celebrated in many Mexican cultures; and 
an activity highlighting how public lands contribute to healthy behaviors. 
In conclusion, more than 15 completely unique communication products and 
activities were developed specifically for SNAP Hispanic Outreach needs.  These 
tools and activities were designed to achieve the established goals and objectives 
and to communicate SNAP messages.  All tools and activities were coordinated to 
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have synergy and continuity.  These tools and activities adhered to the principals of 
cultural competency, utilized a targeted communication strategy, and delivered 
SNAP messages in culturally meaningful ways.   
 
 Measuring Success:  Number of Community Outreach Events Attended 
A successful presence at Community Outreach events required good communication 
products and activities.  But it also required an insider’s understanding of the 
community.  Language Sources was therefore contracted to utilize their existing 
community relationships and their “standing” in the community.  In this way, 
PLI/Project Manager was invited to participate in several events, which set SNAP up 
for success in terms of being accepted, and having people willing to “listen” to the 
messages delivered at the booth.  
In all, SNAP was represented at 14 Hispanic Outreach events in three years, with 
nearly 40,000 Spanish‐dominant people in attendance (see Table 1). 
 
TABLE 1. THE NUMBER OF PEOPLE REACHED THROUGH SNAP HISPANIC OUTREACH 
Event  Date  Description  No. in Attendance 
Communitication 
Tool/Activity used 
Michoacán Cultural 
Festival   Oct. 2008 
Booth with children’s 
activities  500 
Bilingual animal 
locomotion activity 
Day of the Dead 
(Winchester)  Nov. 2008  Ofrenda (offering)  11,000  Ofrenda 
Dia del Nino Festival   April 2009  Booth with children’s activities  500 
Nature Passport with 
activities 
Mexican Family Day 
(sponsored by 
Univision) 
May 2009  Booth with handouts, activities  5,000 
Comic books, displays, 
Dunk the Trash, Up and 
Down, SNAP brochures 
Latin Chamber of 
Commerce   June 2009  Presentation  50  Comic books, displays 
La Oportunidad 
Business Conference 
and Consumer Expo  
August 
2009 
Booth with handouts, 
activities  100 
Comic books, displays, 
Dunk the Trash, Up and 
Down 
Vive tu Vida health fair   Oct. 2009  Booth with handouts, activities  1,000 
Comic books, displays, 
activity for exploring 
our public lands as part 
of a healthy lifestyle, 
Masks, Tattoos 
Day of the Dead 
(Winchester)  Nov. 2009  Ofrenda (offering)  9,000  Ofrenda 
Dia del Nino (Springs 
Preserve)  April 2010 
Booth with handouts, 
activities  2,000 
Comic books, displays, 
Dunk the Trash, Up and 
Down, Masks, Tattoos 
Children’s Festival  April 2010  Booth with handouts,  1,000  Comic books, displays, 
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(Winchester)   activities Dunk the Trash, Up and 
Down, Masks, Tattoos 
Dia Del Nino 
(Winchester)  April 2010 
Booth with handouts, 
activities  500 
Comic books, displays, 
Dunk the Trash, Up and 
Down, Masks 
Day of the Dead 
(Winchester)  Nov. 2010  Ofrenda (offering)  9,000  Ofrenda 
Families in Nature 
Reception/Celebration 
March 
2011 
Luncheon with 
presentations  80 
Multimedia slide show; 
photographic exhibit 
installed at Winchester 
Cultural Center Art 
Gallery 
Latin Chamber of 
Commerce 
August 
2011 
Booth with handouts, 
activities  100 
Comic books, displays, 
Dunk the Trash, Up and 
Down, Masks, Tattoos 
 
 Measuring Success:  Engaging Community Leaders 
Community engagement refers to the process by which an ongoing, meaningful 
relationship is created toward the endgame of an agreed‐upon vision – in this case, 
the vision of connecting the Hispanic community to the public lands and inspiring 
community members to become activity involved in recreation, discovery, and 
protection of public lands.  To be successful, this engagement has to be more than a 
“one‐way” relationship.  “Community engagement has often been described as a 
blend of social science and art. The science comes from sociology, political science, 
cultural anthropology, organisational development, psychology and other related 
disciplines. The equally important artistic element necessary to the process, 
however, involves using understanding, skill, and sensitivity to apply and adapt the 
science in ways that fit the community and purposes of the specific engagement 
effort” (2004, New Zealand Department of Labor, Community Economic 
Development Action Research Project, CEDAR Thematic Paer Series).  
Benchmarks that indicate the success of engaging community leaders include: 
 Every leader that we met with agreed that this was an important effort, and 
expressed pleasure at being included.   
 The Consul General de Mexico thought about what we were trying to do and 
suggested that we utilize a “comic book” format to get our messages across, 
relating how this is a culturally appropriate and effective communication 
tool.  It was this suggestion that led to the creation of the Super Hector comic 
book series. 
 Every leader invited us to participate in an outreach event organized by their 
organization/agency (e.g., Fiestas Patrias, sponsored by the Mexican 
Patriotic Committee, associated with the Mexican Consulate), stressing the 
importance or presenting our messages to the community.   
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 Being associated with Maria Marinch, president of Language Sources, turned 
out to be an important element, because she is a trusted member of the 
community and is known and respected by community leaders.  These 
community leaders believed her when she described the SNAP Hispanic 
Community Outreach effort as honest, trustworthy, culturally competent, 
and proactive.  Because of this, leaders were willing to listen and engage in a 
two‐way conversation, rather than passively listening to an agency staff 
member tell them agency messages (one‐way communication).  
 In 2011, the Latin Chamber of Commerce knew about the Hispanic Outreach 
education program “Families in Nature” and related information about this 
program to REI outreach staff (REI is a recreation equipment retail store that 
actively promotes and supports public lands stewardship efforts).   
Successful follow‐up meetings were made with the Consul General de Mexico and 
Victoria Napoles‐Laza, Senior Executive Vice President of the Latin Chamber of 
Commerce in August 2011, attended by the SNAP Executive Director, PLI/Project 
Manager, and President, Language Sources.    
 Measuring Success:  Families in Nature 
The Families in Nature program includes taking primarily Spanish‐speaking families 
on multi‐faceted field trips to public lands.  The innovative nature of this program 
stems from a program design that seeks to engage families in ways that recognize 
and adhere to culture‐bridging protocols.  It also strives to immerse family members 
in outdoor‐recreation experiences that teach technique and build skills, while 
instilling a stewardship ethic and environmental education. 
In January 2010, a focus group was facilitated by Language Sources to gauge the 
effectiveness of this program, then in operation for approximately one year.  The 
focus group questions were derived from the program’s mission, vision, and goals: 
Ten people participated in the focus group.  The report is included as an attachment 
to the Education in the Environment Project Compendium Binder. 
 Measuring Success:  Hispanic Community Survey Research Project 
The research goals for the Hispanic Community Survey Research Project were 
developed through conversations with agency staff (including the Recreation Team, 
education and interpretation staff, and others), community stakeholders, and 
marketing professionals, and approved by the SNAP Board in April, 2008. The goals 
included as an attachment to the Education in the Environment Project 
Compendium Binder. 
 
These goals informed the creation of a telephone survey, reviewed by agency staff 
and submitted to OMB, for which approval was obtained in June 2011 (the OMB 
proposal is included as a separate document).  The survey was completed by the 
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UNLV Cannon Survey Center in July 2011. The report is included as an attachment to 
the Education in the Environment Project Compendium Binder. 
 
              
 
Families in Nature Focus Group Report 
 
Language Sources is pleased to present the following report on the results of a single focus group held 
on Friday, Jan. 22, 2010 at 4:30 p.m. at the Winchester Cultural Center, Las Vegas, to evaluate and 
gather feedback regarding the Families in Nature program, which was created and is coordinated by the 
Public Lands Institute (PLI), the Southern Nevada Partnership Agency (SNAP) and the Clark County 
Department of Parks and Recreation (CCDPR). 
 
Scope of Research 
 
Areas evaluated were staff performance, event location, activities, event logistics, communications, 
volunteering and overall assessment. A copy of the research tool is attached for reference. Recruitment 
was conducted by CCDPR Representative Irma Varela‐Wynants and moderation was conducted by 
Language Sources President Maria Marinch, consultant retained by the PLI for Hispanic outreach and 
communications. The focus group was conducted in Spanish. 
 
It is important to keep in mind that while these observations can serve as a guide for decision‐making, 
they should be analyzed in perspective. Users of this report should keep in mind that participants were 
recruited directly by one of the partners, which may have a direct influence on respondents, and that a 
single research activity (one focus group) with limited participation may not be considered conclusive. 
Further research and analysis is recommended to extrapolate results.  
 
 
After Varela‐Wynants welcomed participants, the moderator explained the purpose of the gathering 
and provided the confidentiality statement. Nine (9) Hispanic/Spanish‐dominant community members, 
eight females and one male, participated in the event. The participants had experienced at least two 
Families in Nature events in the past ten months. 
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Summary of Results 
 
Comments were overwhelmingly positive. Participants rated staff as highly effective, knowledgeable, 
professional and friendly.  Activities were rated as “excellent” and specific activities were mentioned by 
name. Participants constantly connected activities with educational experiences and highly valued the 
educational component of the events and activities. 
 
Participants stated that they prefer personal invitations via phone or mail. They highlighted the 
importance of Varela‐Wynants’ involvement in their engagement, stating they would have not 
participated in the program initially if they had not been personally invited by a trusted source (Varela‐
Wynants or family member/friend). All participants said they would volunteer at these events and would 
be willing to take leadership roles if trained. 
Participants would be willing to share costs for transportation, but highlighted that the bus rides were 
part of the experience and not having organized transportation would represent a barrier for some. All 
participants felt that language was not a barrier for logistics or for the learning of children. They stated 
that some people could not understand everything, but would be helped by others in the group. 
 
Detailed Results 
 
Connection to Nature 
The words “nature” and “connections” were used repeatedly. When asked about what they valued most 
about these experiences, participants mentioned the community and family connection, as well as the 
exposure to nature and the awareness that is built, especially in children, in regards to conservation and 
stewardship. 
 
It is apparent that participants are retaining key parts of the educational objectives. They also spoke 
about how the learning experience that begun at the Families in Nature events has continued outside 
the program and has incited curiosity in participants to learn more about wildlife, the desert, the 
environment, etc. 
 
Examples of comments: 
“In addition to the fun we had, the children learned. There were a lot of things that surprised us (adults).” 
“The most important thing about this program is that the children learn, and so do we (adults).” 
“It was excellent, because of the contact we had with nature and our learning experience.” 
“One of the best programs I have participated in.” 
“It is great to have the children have contact with nature.” 
“I hope the program continues.” 
“Its really good in many aspects. Children get to learn about recycling and other important things.” 
“It is great to see there are people that are interested in families, children and in providing learning 
opportunities where parents can spend time with their children.” 
“I have learned a lot. For example, I did not know why Red Rock has red rocks.” 
“I looked at the fossils. I found a lot of them, but I obviously did not remove them because we are not 
supposed to take anything away from nature.” 
“My nephews learn about reading temperature and learned about the different zones going up the mountain. 
That will be useful when they are older.” 
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Staff 
Participants commended members of staff for their dedication, patience, professionalism, knowledge 
and organization. Participants felt welcomed, respected and appreciated by staff. All participants rated 
staff as “excellent.” 
 
Example of comments: 
“People are really nice with a lot of patience and respect for the children.” 
“You can feel they care for us. They are wonderful.” 
“They have tactics, ways to make us learn and participate. For example, on our way back they ask interesting 
questions. It is not just going and seeing. They make sure we have learned.” 
“Very patient.” 
“They teach us another way of going/being outdoors. They tell us about nature, birds, plants.” 
“I like to help the staff. They are great. I have spent a lot of time with them and they have a way of getting 
your attention, specially the children’s.” 
“Not only do they (staff) spend time with the children, but also with us. It is not only an outing, but also a 
learning experience. Everyone’s work is great. They don’t have preferences for certain children, they play with 
all of them.” 
 
Locations 
Participants liked the locations visited to date and would like to continue visiting new locations and 
revisiting the ones they have been to. They had no specific feedback on which locations they would like 
to visit next. 
 
Example of comments: 
“(I like) All of them. The different places have different things to learn.” 
 
Activities 
Participants said they have enjoyed all the activities. They said they really liked the fact that these were 
organized, scheduled and planned. Most of the preferred activities relate to the attainment of new 
knowledge about nature (fauna, flora and the overall environment), as well as history and being 
outdoors. Participants mentioned the following activities: learning to use a compass, bird watching, 
kayaking at Lake Mead, singing in the bus to reaffirm learning, learning about different climate zones at 
the Mount Charleston, fossil “hunt” at Red Rock, camping at Winchester, sitting around a camp fire and 
others. 
 
Examples of comments: 
“I like when they get the kids without the parents. Like they placed the kids around the fireplace and sang. The 
children repeated the song.” 
“I liked the activity where they taught them how to locate the different kinds of birds in that area. From what I 
understood, it was very interesting.” 
“The best activity was the one on the mountain. I took them a couple of weeks ago to the birds preserve. I 
think because someone planted the seed about understanding the birds, how they sing, then she is more 
inclined to learn more about that topic. Very nice.” 
“All activities have been different. I have liked them all. They were all different.” 
  
Logistics 
Participants said the events were clearly very well organized. They commended staff for keeping with 
the schedule and they reported feeling safe. Participants preferred weekends for the activities. Eight out 
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of nine participants in the focus group preferred Saturday mornings/early afternoons, but all said they 
would adjust their schedules if given enough notice. 
 
Participants would be willing to share costs for transportation, but highlighted that the bus rides were 
part of the experience and not having organized transportation would represent a barrier for some. 
 
Example of comments: 
“The organization (of the event) was great.” 
“They are very programmed. Activities are done with a schedule. Very organized.” 
“It is hard for working parents to take the time to do these types of activities. It is easier to go with an 
organized group because we are less afraid of going to unknown areas.” 
“I like the fact that everything is thoroughly organized. Everything is perfectly set. It is safe and it gives us an 
opportunity to participate.” 
 “They do everything with such dedication. They prepare everything with a lot of time.” 
“I could not do these trips if the transportation was not provided.” 
“It is a benefit for us.” 
 “There is more safety, better.” 
“Having the bus sets the tone. Children feel they are going somewhere special. It is a special activity.” 
“It (transportation/bus) is very important. It is convenient.” 
“We would pay an amount.” 
“If there was no transportation we would go. Like in the lake, but that impedes some from going.” 
 
Communications 
Participants felt communication is effective. They said that the current method of calling them on the 
phone and receiving invitations via mail works great. Three participants stated that receiving mail gets 
the children excited about the upcoming event. They would not mind receiving information via e‐mail, 
but said they still prefer to get another communication via postal mail. Participants felt the personal 
“touch” was important. 
 
Language was not considered a barrier to participation by any of the participants. They said all the 
children speak English and when there is someone that does not understand, someone else helps them 
out. Language can interfere with learning, but all were very clear that it did not interfere with logistics or 
with them feeling that the staff cared about them and had their best interest in mind. 
 
Other comments from participants: 
 “Very happy about this program. I enjoy it a lot.” 
“Ms. Irma is a great person for this. She has the right touch. We feel like family, regardless of our 
nationalities. We spend time with other families and there is a great atmosphere of respect.” 
 “Great ways to spend time with others and learn about nature.” 
“Organization, safety for children, the attention given to children. Children are easily distracted, but they get 
their attention.” 
 “It is impressive how we are able to spend time together and get to know each other. We begin as strangers 
and then we leave singing together as if were family.” 
“They keep the energy level up from the beginning to the end.” 
“They explain things. Very interesting. Sometimes we don’t teach children about nature. We don’t even have 
time to look up at the sky and say ‘how beautiful’. This allows us to do so.” 
 “Everything. We like everything. Can’t choose a specific one. We have had excellent experiences.” 
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 “The learning experience in a fun way.” 
“I loved the kayaking activity. I was in a race. It was so much fun. My body hurt later, but I enjoyed it very 
much.” 
“I like how they taught us to use the compass.” 
“They awaken curiosity in children. They spend days after talking about the experience. They not only see the 
photograph of the city, but see things differently. Now they see the mountain, not in the background, but all 
that is there. They learn a new way of seeing things and they begin to explore. They raise awareness, for 
example, about water, animals. They learn to focus on taking care of things and animals, not just seeing 
them.” 
“The educational activities are really a motivator for us to go.” 
“When they organized the camping here it was great.” 
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HISPANIC SURVEY AND OUTREACH RESEARCH GOALS 
 
BACKGROUND   
 
The National Visitor Use and Monitoring  (NVUM) Survey,  funded during SNPLMA Round 4, will analyze 
current visitors of public lands in order to determine current patterns of use, visitor’s level of satisfaction, 
and  future  facility  and  outreach  needs.  Surveys  for  the NVUM  project  are  being  completed  solely  on 
federal  lands.  In addition  to a better understanding of people  that currently use  federal  lands,  there  is 
also a need to increase our understanding of non‐users. 
 
Survey  and  outreach  of  non‐users  will  be  focused  on  Hispanics,  the  fastest  growing  segment  of  our 
population.  In order to focus on Hispanics that are not currently using federal lands, survey and outreach 
efforts will be conducted at community gathering destinations, events and other venues (not on federal 
lands).  The survey and outreach efforts will meet the following proposed goals:   
Goal –   Identify  specific  practices  that  will  create  valuable  visitor  experiences  for  the  Clark  County 
Hispanic community.  Determine how federal agencies may meet the needs and expectations of 
the Hispanic community. 
Issue –   Federal  land managing  agencies may  not  be  presenting  the most welcoming  atmosphere  to 
visiting Hispanics.   For example, most signage and other media materials are only available  in 
English, and few staff members have the skills or ability to communicate with this audience.  As 
well, many assumptions are made about what rules, which may not be posted but are enforced, 
should already be “known.”   
Goal –   Understand the barriers that prevent Clark County Hispanics from visiting public land sites 
Issue –   Some Hispanics may  be  uncomfortable with  coming  to public  land  sites  or  unable  to  come.  
Some  potential  reasons  include  the  presence  of  people  in  uniforms,  the  lack  of  knowledge 
about places to go, the lack of appropriate facilities, or the lack of time, ability, or interest.   
Goal –   Understand the reasons why members of the Hispanic community visit public lands and their 
current use patterns and preferences 
Issue –   A great number of the Las Vegas Hispanic community do visit public land sites. Who are they?  
What inspires someone to visit?   
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Goal –   What are the key messages and methods of communication that will reach the Hispanic 
community?  Identify ways to effectively communicate to Hispanics about active participation 
with public lands sites – to recreate, to discover and to protect.  Identify and characterize specific 
audiences within the Hispanic community that are using public lands 
Issue –  We don’t have an understanding of this community’s perspective on sense of place.  What will 
resonate  with  this  audience  –  what  is  important?      What  messages  will  help  us  influence 
behaviors, such as anti‐litter messages?   We also need to have a better understanding of the 
Las Vegas Hispanic community’s perception of rules and regulations for public lands. 
 
National Park Service 
U.S. Department of the Interior 
 
Social Science Program 
  Expedited Approval for NPS-Sponsored Public Surveys 
 
1. Project Title  
Submission Date: 
Assessing Hispanic Recreational Use Patterns, Attitudes, and Needs in 
Clark County, Nevada   
 
   
2. Abstract: Over the past 20 years, the Hispanic population in Clark County, NV has increased 
remarkably and currently represents approximately 29.3% of the county’s 1.9 million total 
inhabitants. The seven million acres of public lands within and surrounding Clark County 
provide abundant recreational opportunities for these residents. Although many in the local 
Hispanic community visit federal sites, the federal land management agencies may not be 
presenting the most welcoming atmosphere. For example, most media materials are only 
available in English, and few staff members have the skills or ability to communicate with 
this audience in Spanish.  This project will contribute to an outreach plan to the Clark County 
Hispanic community. A better understanding of this audience will allow the National Park 
Service and other federal land management agencies to create culturally appropriate messages 
that reinforce acceptable behaviors, while educating visitors and potential visitors about 
undesirable behaviors, such as littering.
  (not to exceed 150 words)
3. Principal Investigator Contact Information 
 First Name: Allison Last Name: Brody 
   
 Title: Project Manager, Conservation Education and Interpretation  
   
 Affiliation: Public Lands Institute, Univ. of Nevada, Las Vegas  
 
 Street Address: 4505 Maryland Pkwy, Box 452040  
   
 City: Las Vegas State: NV Zip code: 89154-2040  
   
 Phone: 702-895-5097 Fax: 702-895-5166  
   
 Email: Allison.brody@unlv.edu  
4.  Park or Program Liaison Contact Information 
 First Name: Deborah Last Name: Reardon 
   
 Title: Outdoor Recreation Planner, RTCA Program  
   
 Park: Lake Mead National Recreation Area  
    
 Park 
Office/Division: 
Lake Mead National Recreation Area  
   
 Street Address: RAJ 277C Box 452040  
   
 City: Las Vegas State: NV Zip code: 89154-2040  
   
 Phone: 702-895-4890 Fax: 702-895-5166  
   
 Email: Deborah_reardon@nps.gov  
Project  Information 
5. Park(s) For Which 
Research is to be 
Conducted: 
 Lake Mead National Recreation Area,  
 Red Rock Canyon National Conservation Area,  
 Sloan Canyon,  
 Desert National Wildlife Refuge Complex,  
 Corn Creek, Ash Meadows,  
 Pahranaghat, Spring Mountains National Recreation Area,  
 Kyle & Lee Canyons. 
   
6. Survey Dates: 6/1/2011 (mm/dd/yyyy) to 8/31/2011 (mm/dd/yyyy) 
  
7. Type of Information Collection Instrument (Check ALL that Apply) 
  Mail-Back Questionnaire 
 
 On-Site 
Questionnaire 
 Face-to-Face 
Interview 
  Telephone 
Survey 
Focus 
Groups 
  Other (explain)   
 
8. Survey Justification: 
(Use as much space as 
needed; if necessary include 
additional explanation on a 
separate page.) 
Social science research in support of park planning and management 
is mandated in the NPS Management Policies 2006 (Section 8.11.1, 
“Social Science Studies”).The NPS pursues a policy that facilitates social 
science studies in support of the NPS mission to protect resources and 
enhance the enjoyment of present and future generations (National Park 
Service Act of 1916, 38 Stat 535, 16 USC 1, et seq.).NPS policy mandates 
that social science research will be used to provide an understanding of 
park visitors, the non-visiting public, gateway communities and regions, 
and human interactions with park resources. Such studies are needed to 
provide a scientific basis for park planning, development, operations, 
management, education, and interpretive activities. 
Based on the results of the 2010 U.S. Decennial Census, 29.3% of 
Clark County, NV residents are of Hispanic or Latino origin. With these 
estimates, research on recreational land use in Clark County would be 
incomplete without a specific investigation with regards to Hispanics.  This 
collection is proposed to better understand the reasons behind use and non-
use of federal lands and to gather information that can be used to improve 
the perception of natural resource recreation and use by the Hispanic 
population of Clark County.   
This project intends to provide information to the NPS and other land 
management agencies needed develop culturally appropriate outreach plans 
that will reinforce sustainable environmental behaviors in Clark County. 
The specific objectives of this survey is to: 
 Identify specific agency practices that will create valuable visitor 
experiences for the Clark County Hispanic community; 
 Determine how federal land management agencies may meet the 
needs and expectations of the Hispanic community; 
 Understand the barriers that prevent some Clark County Hispanic 
residents  from visiting public lands;  
 Identify, characterize, and understand the Hispanic residents who 
visit public lands, as well as assess their current use patterns and 
preferences;  
 Identify effective communication strategies and the key messages 
needed to Hispanic residents about active engagement with public 
lands for recreation, learning and discovery, and protection;   
understand the level of awareness and perception of rules and 
regulations for public lands of the local Hispanic residents. 
   
9. Survey Methodology: 
(Use as much space as 
needed; if necessary 
include additional 
explanation on a 
separate page.) 
(a) Respondent universe:   
The respondent universe for the proposed telephone survey will be all 
Hispanic adults 18 years of age or older residing in Clark County, NV. 
According to the 2010 U.S. Decennial Census, there are approximately 
410,000 adults of Hispanic or Latino origin living in Clark County, NV. 
 
(b) Sampling plan/procedures:  
The increased use of households using cell phones as their primary 
use telephone has led to innovative sampling techniques, including 
disproportionate stratified Random Digit Dial (RDD) and cell phone 
sample hybrid designs. This approach respects the unique challenges 
inherent to any telephone survey, and is particularly well suited for surveys 
of Hispanic residents. In fact, this method is used by many major polling 
outfits, including The Pew Research Center for the People & The Press, 
which included cell phone samples in all of its 2008 election polls.  
We will use an RDD sample design. The sample will stratify RDD 
and cell phone exchanges according to incidence of Hispanic households. 
An Optimal Sample Allocation technique will be used (Lopez, 2010). This 
technique disproportionately dials telephone exchanges high in Hispanic 
household incidence while under sampling exchanges low in Hispanic 
household incidence.  Survey data will be iteratively post-weighted to 
Hispanic Latino population representation in Clark County. The sample 
will also be screened to ensure random selection within households by 
requesting participation from the adult, 18 years of age or older, within the 
household whose birthday follows next in the calendar year. Additionally, 
the sample will be screened to ensure that the selected survey participant 
self-identifies themselves as being of Hispanic ethnicity.  
The sample frame for this survey will be representative of the 
Hispanic population in Clark County, NV. A Power Analysis was 
conducted to determine the appropriate sample size, given the total 
population size and desired confidence level and confidence interval. The 
sample size for this survey will be 384 completed interviews. The initial 
sample frame size for this collection will be 1,739; this qualifies for 
desired sample size (n=384) divided by the Survey Sampling International 
(SSI) average Working Phone Rate (WPR) for Random B samples (.46), a 
conservative estimate of average incidence of Hispanic population across 
all Clark County exchanges given the disproportionate stratified design 
(.60) and the suggested OMB response rate (.80). Applying this formula, 
the expected number of initial contacts is expected to be n=799 - the 
sample frame (1,739) multiplied by the WPR (.46). Taken further, n=479 
of the n=799 records are expected to qualify for inclusion based on the 
application of incidence of Hispanic and Latino respondents in the sample 
frame (.60), assuming the WPR remains constant within the frame 
irrespective of race and ethnicity. Of the remaining n=479, our sample of 
n=384 is approximately .80, the suggested OMB response rate. It stands to 
reason that our sample design contemplates approximately n=95 
respondents will be routed through the non-response bias analysis. 
 
 A maximum of seven attempts will be made to each working, eligible 
phone number that has not been identified as an irate refusal. If the initial 
sample is exhausted, the sample will be appended by replicating the initial 
sample construct in proportion to the number of needed interviews. A 
response rate review and non-response bias analysis will be conducted 
prior to appending the initial sample frame. The sampling design will be 
adjusted to account for any bias source, including adjusting stratums within 
the sample frame, evaluating respondent drop off (mid-terminates), 
recalibrating field times, and analyzing interviewer techniques. The dual 
frame will consist of one cell phone sample frame unit for every three 
RDD sample frame units. The sample frame design and data collection 
approach applied to this survey has been implemented to great effect by 
organizations such as the Pew Hispanic Center at the Pew Research Center 
for the People and The Press.  
Each telephone interview will last approximately 17minutes. 
 
(c) Instrument Administration:  
 
The telephone survey instrument will be administered by a team of 
professional interviewers. Interviewers will receive training that will 
include lessons in cultural sensitivity, proper interviewing techniques, 
conversion strategies, and best practices in terms of avoiding extraneous 
statements and questions that may prompt or lead respondents or otherwise 
bias interviews. The interviewer team will be composed bilingual (English 
and Spanish) interviewers. 
 
The telephone survey will be administered as a Computer Assisted 
Telephone Interview (CATI). This system will be used to display pre-
programmed instruments in addition to any fixed-route logic sequences 
needed for purposes of real time survey administration. The CATI will 
assist in monitoring contact, cooperation, and response rates and to 
establish other quality control parameters. Additionally, current CATI 
systems allow for multilingual survey administration. Cell phone sample 
records will not be autodialed from the CATI system. 
 
 
(d) Expected Response Rate/Confidence Intervals:  
 
The research team proposes to complete n=384 interviews with a 
confidence level of 95% and a confidence interval of +/-5.0%. There has 
been a trend of diminishing response rates among Hispanics which are 
lower than Whites and Blacks (Triplett and Abhi-Habib, 2005). Language 
barriers or an inability to speak English on the part of the participant, or 
Spanish on the part of the interviewer tends to prevent the completion of 
the survey. This study proposes to use bilingual interviewers to mitigate 
any potential language barriers. The sample frame design recommended 
for this survey acknowledges the trend of diminishing response rates and 
takes rigorous steps to improve coverage of the study population through 
implementation of the dual frame strategy. The disproportionate sampling 
of both RDD and cell phone exchanges based on Hispanic household 
incidence is the optimum approach for increasing coverage, while at the 
same time providing greater opportunities for researchers to monitor 
response rates in the field. During the 2008 pre-election polls conducted by 
The Pew Research Center for the People and the Press, dual frame designs 
yielded average contact rates in the upper 70th percentile. Taking previous 
research on telephone survey methodology and cultural variables into 
account, we aim to achieve similar results, while improving on the 
response rates through refusal conversion techniques and up to seven 
contacts for eligible, non-irate refusal records.(e) Strategies for Dealing 
with Potential Non-Response Bias:  
 
The survey administration dates and times will be scheduled in order 
to maximize the response rates. Telephone interviews will be conducted 
during six-hour weekday evening shifts and eight-hour weekend shifts to 
maximize contacts and completions.  
 
To address initial non-response bias, contacted soft refusals, potential 
non respondents will be asked three measurement questions: one that will 
be asked to compare non-respondents to identified public lands users, and 
two demographic questions. Two non-response bias pre-measurement 
screening questions will be asked to determine survey eligibility and 
conformance with the study universe. These questions will screen non-
respondents to ensure they are 18 years of age or older, and that they 
identify as Hispanic or Latino before they are asked the non-response bias 
analysis questions. 
 
Question 1: Which federally managed public land in Clark County have 
you visited most often?  
 
a. Lake Mead 
b. Red Rock Canyon or Sloan Canyon 
c. The Spring Mountains, which includes Mt. Charleston and 
Kyle or Lee Canyons 
d. The Sheep Mountains, which includes the Corn Creek Desert, 
Ash Meadows, or Pahranaghat National Wildlife Refuge 
e. Other (specify) 
f. Never visited any 
g. Don’t know/Not sure 
h. Refused/No answer 
 
Question 2: Do you have regular access to internet service? 
 
Question 3: How long have you lived in Clark County? 
A non-response bias analysis will be conducted on multiple levels. A post 
hoc analysis of non-contact records and completed interviews will be 
conducted based on sample frame characteristics. Additionally, a random 
subsample of non-respondents who answered the non-response variables 
will be compared to completed interviews based on demographic and 
socioeconomic characteristics in order to identify and assess any 
significant differences among respondents and non-respondents. Further 
analysis will be conducted using third party data sources, such as Current 
Population Survey (CPS) data from the U.S. Census Bureau to determine 
any differences between the sample of completed interviews and the study 
universe. 
 
  
(f) Description of Any Pre-Testing and Peer Review of 
Methods/Instrument: 
  
The project team conducted four peer reviews of the telephone survey 
instrument. Three of the peer reviews were conducted by University of 
Nevada, Las Vegas (UNLV) faculty while one peer review was conducted 
by a specialist in Hispanic and Latino outreach and cultural sensitivity 
under contract with UNLV. The peer reviews followed comprehensive 
internal reviews with representatives of the Public Lands Institute and the 
Southern Nevada Agency Partnership to test the logic sequence of survey 
variables, clarity of content verbiage, and average interview length.  
 
   
 
 10.Total Number Responses  11. Estimated Time to Complete 12.Burden Hour 
Initial Contacts 799 Initial Contact   3 minutes 
 
Initial Contact2,397 minutes 
Expected Respondents 
completing the survey 
384 
 
Full Survey  17 minutes 
 
Complete Survey 
     6, 528 minutes 
Expected number of 
Non-respondents 
95 Non-response 
Bias Survey 
5 minutes Non-response Bias Survey 
      475 minutes 
  TOTAL:  9,400 minutes 
13. Reporting Plan: Survey results will be entered into a database for use by Southern Nevada 
Agency Partnership (SNAP).  The database will aid in the creation of a step-by-
step resource guide, containing information and recommendations for Hispanic 
Outreach.  This resource guide will be distributed to SNAP Interagency teams, 
SNAP Conservation Education staff, and partner organizations.  Principal 
Investigator Allison Brody will provide a narrative report describing survey 
analysis and results to the SNAP Board and agency personnel.  A copy of the 
survey report will be archived with the NPS Social Science Program for 
inclusion in the Social Science Studies Collection. 
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 TASK 6:  MAINTAIN AND PARTICIPATE IN AN AREA-WIDE 
COOPERATIVE CE&I EFFORT. 
 
 
 Resources and Partners 
– 
Achieving effective communication by cultivating partnerships, leveraging 
resources, and participating in an area-wide cooperative CE&I effort. 
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TASK 6:  Maintain and Participate in an  
Area-wide Cooperative CE&I Effort. 
 
BACKGROUND AND RATIONALE 
In addition to the SNAP agencies, there are other entities that provide Conservation Education and 
Interpretation (CE&I) programs to a variety of shared audiences throughout Southern Nevada. 
Therefore, strategic collaborations and communications among providers were established to help the 
collective audiences build upon learning experiences from site to site. Consistency and reinforcement 
of information and concepts related to Southern Nevada ecosystems and general resource 
conservation are essential to the successful communication of SNAP messages. Another important 
aspect of successful CE&I communication is the availability of training and resources needed to ensure 
best practices are being applied and supported. TASK 6 focused on contributing effort related to 
enhanced cooperation among CE&I-delivery institutions and in sharing information related to CE&I 
best practices with these institutions. The following strategies were employed to maintain and enhance 
participation in a cooperative CE&I effort: 
1. Coordination of CE&I training programs and workshops 
2. Participation in and integrations into collaborative groups 
3. Preparation to help ensure eligibility for receiving funding associated with upcoming No Child 
Left Inside legislature through the development of a statewide Environmental Literacy 
Plan.
Maintenance of www.enviroedexchange.org, a website designed to leverage resources 
and support best practices 
 
SUB-TASK OVERVIEWS AND ACCOMPLISHMENTS 
1. Coordination of CE&I Training Programs and Workshops 
Project Manager Allison Brody (UNLV-PLI) coordinated the programs and workshops listed 
below related to developing the skills for and using CE&I best practices. 
 ¡Bienvenido Amigos! Spanish for Our Environment (Fall 2009). Delivered in 
cooperation with Friends of Red Rock Canyon, this course provided customized language 
tools to foster effective linguistic and cultural communication in CE&I workplaces. 
Participants gained skills to be more successful in visitor interactions and have more 
confidence in the workplace when interacting with Spanish speakers. In all, thirteen staff 
members and volunteers participated in 24 hours of course instruction, provided by 
Language Training Solutions, Inc (Las Vegas, NV).  
 Evaluation Workshop (Spring 2009). This two-day workshop provided participants with 
knowledge and skills to conduct effective evaluations of CE&I programs and activities. 
Thirty-three people attended the two-day event. Chris Parsons, the principal of Word 
Craft (Salinas, CA), a firm that specializes in interpreting and communicating science and 
environment issues to the public, facilitated the workshop.  
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 Our Places Tell Stories Conferences (2008 and 2010). A continuation of the Our Places 
Tell Stories conference series provided professional information on many aspects of CE&I 
through plenary sessions delivered by nationally and internationally known experts; 
concurrent sessions focusing on an array of thematic CE&I topics; and hands-on workshops, 
panel discussions, and field experiences. See TASK 10 for conference details. 
 Nevada State Certification in Environmental Education and Interpretation (NEEI) 
program. This comprehensive certification program was offered in 2008, 2009, and 
2010 through the University of Nevada, Las Vegas. The foundations of the NEEI program 
are core competencies, indicators, standards, and best practices for CE&I planning, 
design, delivery, and evaluation. Standards were set forth by the North American 
Association for Environmental Education, the National Association for Interpretation, the 
National Park Service, other professional organizations and published literature. Courses 
were delivered in a student-centered workshop format along with required, capstone 
projects that created opportunities for practical application of coursework. 
See TASK 10 for details about the certification program and its courses.  
 
2. Participation in Collaborative Groups 
Early in the implementation of the Education in the Environment Conservation Initiative, two 
collaborative CE&I groups existed in Southern Nevada: (1) Partners for Education about the 
Environment and (2) Connecting Hands Over Life-Long Learning Adventures (CHOLLA). The 
SNAP Education Team founded Partners for Education about the Environment to ensure the 
development and delivery of common messages, while CHOLLA, an older forum, was started 
to help ensure successful relationships between the Clark County School District (CCSD) and 
participating CE&I providers. The CHOLLA relationship has been viewed as critical to a strong 
field trip program, and critical to the SNAP CE&I providers. Partners for Education about the 
Environment identified and shared in the implementation of a variety of successful projects 
through the herein described conservation initiative, including Hispanic Outreach; the Our 
Places Tell Stories conference series; the NEEI Certification Program; and other trainings. With 
its goals met and with networking and communication taking place through other channels, 
including through CHOLLA, the group dissolved in 2008. The focus of this task then became to 
identify and implement three priorities to help strengthen relationships with CCSD as described 
below.   
 CE&I Support. Through participation in collaborative groups, support and input were 
provided for the effective execution of a variety of CE&I projects, programs, and 
activities undertaken by members of the broader CE&I community in Southern Nevada. 
 Field Trip Transportation Strategy Implementation. The purpose of the Field Trip 
Transportation Strategy was to set up channels of communication with the CCSD 
Transportation Department to secure “black-out day” bus exemptions. These exemptions 
enable buses to be available to take students on field trips to public lands sites and other 
informal education field trip sites. Field trip numbers are severely impacted without these 
exemptions. This strategy was successfully implemented in 2008.  
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 Program Matrix Development. This living document was created to organize and communicate 
all available expertise offered through the informal education sector. Its audience was CCSD  
administrative staff. It was completed in 2009 and is maintained and updated by CHOLLA. 
 
3. The Nevada Environmental Literacy Plan 
A meeting was held in spring 2009 to investigate CE&I opportunities as they relate to the No 
Child Left Inside Act and Nevada’s Environmental Literacy Plan, being spear-headed by 
Richard Vineyard (Science Director, Nevada Department of Education). This plan, called 
‘Nevada GreenPrint,’ will allow the State of Nevada to be eligible for federal funding 
through the upcoming No Child Left Inside legislation. The “Phase 1 GreenPrint: Nevada’s 
Environmental Literacy Plan” (see Attachment 6.A) was completed in 2010 by a committee 
that included A. Brody and SNAP Education staff. The plan was posted for review by 
statewide formal and informal educators, and subsequently presented to the Nevada State 
Board of Education. 
 
4. Maintenance of www.enviroedexchange.org 
Since its inception in 2006, www.enviroedexchange.org has provided information and 
resources to support CE&I efforts in Southern Nevada. The website met the needs of SNAP, 
cooperating agencies, and teachers seeking information about field trip opportunities related 
to public lands for their students. For teachers, the website offered a searchable Field Trip 
Resource Guide to help find the best field trip program for a specific grade level, specific 
subject, or to meet specific academic standards. For community CE&I providers, the site 
provided information from current and past Our Places Tell Stories conferences, NEEI courses, 
and included a popular blog highlighting current events of importance to CE&I providers. 
Over the years, the website was marketed through the distribution of thousands of bookmarks 
to teachers and CE&I providers, and through the CCSD teacher website. Despite frequent use 
by the community and although participants in the NEEI program consistently noted that 
enhanced or increased web presence would be beneficial, in 2010, the new SNAP Education 
Team was not supportive of continuing effort on this site. A. Brody subsequently scaled back 
efforts to maintain and market the website; the results are evident in Figure 2.   
 
ATTACHMENTS 
6.A Phase 1 GreenPrint: Nevada’s Environmental Literacy Plan 
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FIGURE 1. ENVIROEDEXCHANGE.ORG WEBSITE ACTIVITY. 
Further Web site activity was measured using metrics collected through the Google Analytics service, 
a more accurate measure than the rudimentary log file analyzer previously used.  
 
FIGURE 2.ENVIROEDEXCHANGE.ORG WEBSITE ACTIVITY USING GOOGLE ANALYTICS 
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THE GREENPRINT 
NEVADA’S  ENVIRONMENTAL LITERACY PLAN 
Executive Summary – GreenPrint for Schools 
President Obama’s “Blueprint for Reform” includes environmental education in part because research 
has demonstrated significant benefits from environmental education, including impacting student test 
scores in science, reading, math, and social studies. Additionally, studies have shown that environmental 
education can reduce discipline problems, increase attendance, and develop leadership and other social 
skills. Other important benefits include increased engagement, motivation, and enthusiasm for learning. 
The National Science Board of the National Science Foundation recognizes the importance of 
environmental education to student learning in their 2000 report, Environmental Science and 
Engineering for the 21st Century.  
The need for environmental literacy arises from the growing complexity of environmental and social 
issues facing our nation today. Addressing these issues is important to sustain healthy communities, 
schools, and individuals, which requires a high level of knowledge, skills, and motivation. Creating an 
environmentally literate citizenry requires a concerted systematic approach to environmental 
education. This approach is detailed in The GreenPrint: Nevada’s Environmental Literacy Plan for 
Schools.  
The pursuit of Environmental Literacy is gaining national momentum. Organizations and agencies, 
including the National Science Foundation, the Environmental Protection Agency, the National Park 
Service, and the US Department of Education, have proclaimed their support for Environmental Literacy 
in a variety of ways.  As a result of this momentum, Congressman John Sarbanes of Maryland and 
Senator Jack Reed of Rhode Island have introduced legislation that strengthens and expands 
environmental education in America's classrooms and reconnects children with nature. These bills, each 
titled the No Child Left Inside Act of 2007 (NCLI), were introduced in the House (H.R.3036) and the 
Senate (S.1981). 
The framework for the Nevada GreenPrint is driven by No Child Left Inside funding requirements. The 
GreenPrint details how Nevada will boost student knowledge across subject areas and connect students 
to communities through a variety of experiences.  
The Nevada GreenPrint Environmental Literacy Plan for Schools recommends the integration of 
Nevada State Environmental Literacy Core Concepts into NV State Standards of Science, Health, and 
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Social Studies. These Core Concepts and their Benchmarks can ensure students have the ability to begin 
their journey toward Environmental Literacy. 
Through this plan, existing courses and tests can be refined and strengthened to ensure academic 
achievement and foster Environmental Literacy. Associated professional development will give 
administrators, teachers, and pre‐service educator’s opportunities to establish and demonstrate their 
understanding of environmental literacy. The GreenPrint also addresses methods to measure students’ 
environmental literacy level, both through coursework and experiences outside the classroom. These 
experiences will be held to rigorous standards, designed to promote and assess environmental literacy.   
Key Recommendations for the State of Nevada 
1. Adopt and distribute Environmental Literacy Core Concepts and Benchmarks 
2. Professional Development for implementation of the Nevada GreenPrint For Schools 
3. Refine, strengthen, and/or develop High School Environmental Science Course to integrate 
environmental literacy 
4. Support opportunities for education beyond the classroom 
To be eligible for funding through the pending No Child Left Inside legislation, the Nevada Department 
of Education must adopt and distribute the Nevada GreenPrint and initiate its implementation. Success 
of the Nevada GreenPrint depends on statewide support and collaboration. Beginning in 2007, a diverse 
planning team, headed by Dr. Richard Vineyard (NV Dept. of Education) and Jonathan Mueller (Sierra 
Nevada Journeys) was created to develop the GreenPrint, including representatives from: 
 Nevada Department of Education, Office of Assessment, Program Accountability, & Curriculum 
 Clark County School District, Curriculum and Professional Development Division 
 Washoe County School District and Regional Center for Teaching and Learning  
 Lyon County School District 
 Southern Nevada Regional Professional Development Program 
 Northwest Nevada Regional Professional Development Program 
 Sierra Nevada Journeys 
 The University of Nevada, Las Vegas Public Lands Institute 
 University of Nevada, Reno 
 Nevada State College 
 Southern Nevada Agency Partnership, including the National Park Service, Bureau of Land 
Management, US Fish and Wildlife Service, and USDA Forest Service 
 Nevada Division of Environmental Protection 
Contributions to the Nevada GreenPrint have been obtained from an even wider pool consisting of 
hundreds of stakeholders from federal and state agencies, organizations, and businesses from across the 
state. Feedback has been solicited through summits, meetings, on‐line review, and state‐wide 
conferences. 
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THE GREENPRINT 
NEVADA’S  ENVIRONMENTAL LITERACY PLAN 
Purpose of the GreenPrint 
The purpose of the Nevada GreenPrint is to provide a 
comprehensive framework for Nevada’s educational system to 
ensure the youth in our state have experiences allowing them 
to connect with nature and the opportunity to develop the 
knowledge and skills necessary to become informed and 
responsible stewards of our environment with the ability to 
address complex environmental issues that face us now and in 
the future.    
Why is the GreenPrint Important? 
The pursuit of Environmental Literacy is gaining national momentum. Organizations and agencies, 
including the National Science Foundation, the Environmental Protection Agency, the National Park 
Service, and the US Department of Education, have proclaimed their support for Environmental Literacy 
in a variety of ways.  As a result of this momentum, Congressman John Sarbanes of Maryland and 
Senator Jack Reed of Rhode Island have introduced legislation that strengthens and expands 
environmental education in America's classrooms and reconnects children with nature. These bills, each 
titled the No Child Left Inside Act of 2007 (NCLI), were introduced in the House (H.R.3036) and the 
Senate (S.1981). 
The local impacts of climate change, natural resource consumption, and air and water quality will be 
challenges our youth will inherit. Strong Nevada communities will rely on future leaders that skilled in 
problem solving, collaboration and critical thinking. Environmental Literacy will provide a pathway to 
this future through an understanding of the interconnectedness and mutual dependence of community, 
economy, and the environment.  
Through the GreenPrint for Schools, environmental education will provide a pathway to student 
achievement, academic success, and motivated learners.  
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Vision 
Nevada’s GreenPrint describes what an environmentally literate person should know and do. The 
GreenPrint will guide Nevada’s educational providers in fostering environmental literacy. 
 
 
 
 
 
 
 
 
The GreenPrint will include two parts: 
1. GREENPRINT FOR SCHOOLS 
This plan will formalize environmental education in Nevada’s public schools. 
2. GREENPRINT FOR COMMUNITIES 
This plan will bring together educational providers, community organizations, businesses, and 
families in pursuit of environmental literacy. 
After careful review by stakeholders across the state, The GreenPrint for Schools will serve to provide 
the framework for Nevada school systems to expand and improve their environmental education 
programs. Recommendations outlined in the GreenPrint are such that no extra mandates are placed on 
an already burdened educational system. The recommendations will support and strengthen core 
content and help achieve academic success. Students will become more fully engaged in learning about 
Nevada and our resources, while gaining an even more global perspective of the environmental 
concerns facing us. Educators across our state  –  formal and nonformal, preservice and inservice  –  will 
work collaboratively to provide opportunities for youth to learn and explore in the natural world.  
A community‐based Environmental Literacy Council will oversee the implementation of the GreenPrint. 
The Council will be comprised of a diverse representation of Nevadans from both private and public 
sectors. The Council will provide guidance on educational efforts and strategic direction.  
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The process for creating GreenPrint for Communities will be proposed Spring 2010. It will complement 
The GreenPrint for Schools, sharing the Core Concepts and the environmental education approaches 
supported in this document. It will include strategies for involving businesses, community leaders, non‐
profit organizations, and government agencies in creating community‐oriented solutions to increasing 
environmental literacy. 
Elements of The GreenPrint for Schools 
In compliance with the requirements of the No Child Left Inside Act, to ensure Nevada’s eligibility for 
funding which may come available for outdoor learning activities and high‐quality environmental 
education, and in following the guidance of the North American Association for Environmental 
Education’ best practice for developing a state environmental literacy plan, the following elements are 
addressed in the GreenPrint: 
1.  Specific content standards, content areas, and courses or subjects where instruction will take 
place.  
2. A description of how state high school graduation requirements can ensure that graduates are 
environmentally literate. 
3. A description of programs for professional development of teachers to improve their 
environmental content knowledge, skill in teaching about environmental issues, and field‐based 
pedagogical skills. 
4. A description of how the state education agency can measure the environmental literacy of 
students. 
5. A description of how the state education agency would be able to implement the plan, including 
securing funding and other necessary support. 
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THE GREENPRINT FOR SCHOOLS 
NEVADA’S  ENVIRONMENTAL LITERACY PLAN  
PART 1 
The goal of environmental education is to foster and support learning that positively transforms 
how we think, make decisions, and lead our lives. The future depends on our collective ability 
to apply an integrated approach to teaching and helping students understand the inter‐
dependent elements of sustainable environmental systems from ecological, economic, and 
community perspectives. Environmental literacy describes how we think, make decisions, and 
lead our lives.  
Environmental  Literacy  is  the  capacity  to  perceive,  understand  and 
interpret  environmental  systems  and  to  take  appropriate  action  to 
maintain,  restore,  or  improve  the  health  of  those  interconnected 
systems. 
 
1.  SPECIFIC CONTENT STANDARDS, CONTENT AREAS, AND COURSES OR SUBJECTS  
WHERE INSTRUCTION WILL TAKE PLACE. 
The specific content standards, content areas, and subjects where instruction will take place are 
embedded in the Nevada State Environmental Literacy Core Concepts (listed below). These Core 
Concepts provide a coherent articulation of the broad content and experience needs to develop an 
environmentally literate citizenry.   
ENVIRONMENTAL LITERACY CORE CONCEPTS: 
A. All Life on Earth exists within an ecosystem  
B. Human beings are an integral part of all ecosystems.  
C. Healthy ecosystems provide many essential services and benefits that sustain and improve 
human lives.  
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D. The human experience requires a connection to nature. These experiences in natural places in 
our community enrich our lives and inspire our choices for future generations.  
E. Human beings are responsible for dramatic changes to ecosystems at a rate unprecedented in 
Earth’s history.   
F. We have a responsibility to care for the Earth, to leave healthy ecosystems for our families and 
future generations.  
The Environmental Literacy Core Concepts are further described by benchmarks (see Appendix I). These 
benchmarks are directly and indirectly related to Nevada State Education Standards, including Science, 
Health, and Social Studies.  Effective environmental education will therefore be integrated across all 
content areas through these Core Concepts. Both Formal and Non‐formal education providers will 
support this interconnected model.  
Mastery of these Environmental Literacy Core Concepts will take time. The GreenPrint therefore 
describes three levels of achievement that represent depth of understanding and action. These three 
stages of mastery are:  Emergent, Functional, and Operational (described in Appendix II).    
 
2. A DESCRIPTION OF HOW STATE HIGH SCHOOL GRADUATION  REQUIREMENTS 
WILL ENSURE THAT GRADUATES ARE ENVIRONMENTALLY LITERATE. 
 
There are four essential components of environmental 
literacy:  knowledge, skills, affect, and behavior. Students 
will work toward environmental literacy through a variety of 
experiences, including classes, field trips, service learning, 
and other delivery methods.  
Nevada’s legislature passed a law in 2007 mandating that 
every high school student take three science credits. This 
provides a unique opportunity to provide ‘capstone’ classes 
for high school students that can both contribute to 
graduation requirements and to environmental literacy. The 
GreenPrint recommends that the State Education Board 
assign an “Environmental Science” synthesis class to fulfill 
one of these credits.  
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Individual school districts will be provided with learning objectives and standards (based on the 
Environmental Literacy Core Concepts) that will need to be met through the recommended 
Environmental Science Class. Each school district will have the freedom to design this interdisciplinary 
course to suit their needs, based on environmental literacy learning objectives and testing standards.  
Student’s depth of knowledge will be assessed through an existing ‘end‐of‐course’ assessment. Results 
from these end‐of‐course proficiency exams would be published in the Nevada Report Card and will 
serve as a metric for students’ environmental literacy statewide.  
Measurements relating to the other essential components of environmental literacy – affect, skills, and 
behavior – are described in Section 4. 
The expectation is that students will be environmentally literate at the ‘Functional’ level by the time 
they graduate from high school (as described in Appendix II). 
 
3. A DESCRIPTION OF PROGRAMS FOR PROFESSIONAL  DEVELOPMENT OF 
TEACHERS TO IMPROVE THEIR ENVIRONMENTAL CONTENT KNOWLEDGE, SKILL 
IN TEACHING ABOUT ENVIRONMENTAL ISSUES, AND FIELD‐BASED 
PEDAGOGICAL  SKILLS. 
 
Educators should be provided with an instructional system that helps them to establish their 
understanding of environmental literacy and affords them the structure with which to plan and 
implement instruction to foster environmental literacy. 
Professional development opportunities will be provided through a variety of venues, including: formal 
courses (including graduate and undergraduate); school‐site trainings; evening and weekend workshops; 
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symposiums; retreats; and conferences. Formal and non‐formal education providers will work together 
to ensure quality professional development opportunities are created. 
Nevada currently provides a variety of opportunities for educators to enhance their knowledge and skills 
in the fundamental characteristics and goals of environmental education. For example, many of the 
Environmental Literacy Core Concepts are addressed, but tend to happen in isolation of one another 
and solely as science instruction. There is a need to expand these opportunities so that all six core 
concepts are addressed in a more interconnected, coordinated way. Professional development 
opportunities should emphasize pedagogical approaches, content, and/or strategies; opportunities 
should also be convenient, affordable, and of high quality.  
PROFESSIONAL DEVELOPMENT PROGRAMS 
Pre‐service Educators 
The colleges and universities in Nevada would be encouraged to incorporate one or more of the 
following in their pre‐service programs: 
1. Units in science methods courses that present the Nevada Environmental Literacy Core 
Concepts and their application for classroom education. Due to the interdisciplinary nature 
of the Core Concepts, complementary units in other methods courses should also be 
considered. 
2. An Environmental Literacy course in the elementary and secondary education course 
requirements that may include: the knowledge and skills necessary to use the environment 
as an integrating context; the strategies necessary for education about the environment; 
and the skills necessary to teach using Service Learning strategies.  
3. An environmental education minor or supplemental certification program or endorsement, 
with the appropriate number of credits earned by taking a variety of environmental studies 
and environmental education courses.  
4. An environmental education major, with students completing a combination of 
environmental studies and environmental education courses, in addition to required core 
course work for education majors. The Standards of Best Practices for Nevada 
Environmental Education and Interpretation Professionals (Appendix III) should be used as a 
guide for this coursework. 
5. Early childhood programs will be encouraged to incorporate age‐appropriate environmental 
education strategies, including the strategies necessary to use the outdoors as a classroom. 
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In‐Service Educators 
1.  PreK‐12 certified educators should have the opportunity earn a minimum of 2 credits, 
either NDOE renewal credits or college credits, with an environmental education theme 
during their next recertification period.    
2. School Districts will be encouraged to support professional development opportunities with 
an environmental education theme, and may partner with non‐formal education institutions 
to provide these opportunities.  
3. Regional and district professional development trainers, non‐profits, colleges and 
universities, and non‐formal education institutions will be encouraged to provide and 
support opportunities for formal educators to gain knowledge and resources needed for 
gaining skills in teaching environmental education, as well as strategies for teaching in the 
outdoors, experiential learning, and service learning opportunities for their students. 
4. Elementary schools will be urged to schedule professional development opportunities with 
an environmental education theme.  
5. Middle schools will be urged to offer professional development opportunities that provide 
strategies for incorporating environmental education into interdisciplinary, thematic units. 
6. High schools will be urged to schedule professional development opportunities that provide 
secondary teachers the skills, knowledge and resources needed to incorporate the study of 
environmental issues in a variety of disciplines. 
7. Job shadowing opportunities in areas such as sustainability, green jobs, conservation, 
ecology, environmental protection, and outdoor education, will be encouraged for teachers. 
This will serve to enhance their knowledge of career pathways as well as their own personal 
environmental literacy.  
8. Departments in colleges and universities will be encouraged to evaluate and offer academic 
major degrees that build upon environmental literacy. 
 
School Administrators 
Principals and other administrators will have the option to participate in workshops that will 
enhance their knowledge and understanding of the Environmental Literacy Core Concepts and their 
application with respect to classroom teaching. These Environmental Literacy workshops will focus 
on being able to provide support to their teachers in developing and delivering curricula.  
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Non‐Formal Educators 
Workshops will be offered to non‐formal educators that will enhance their knowledge and 
understanding of the Environmental Literacy Core Concepts, and how they relate to the Nevada 
State Standards, instructional planning and delivery strategies for diverse audiences, and 
partnership opportunities with schools to advance environmental literacy in Nevada. This may 
include, but is not exclusive to the Environmental Education and Interpretation Certification 
program(s) offered in the State. 
EDUCATOR PROFICIENCIES 
After completion of pre‐service coursework and/or in‐service professional development options, 
Nevada educators will have improved their environmental literacy, skill in teaching about 
environmental issues, and field‐based pedagogical skills.  
In an effort to best meet the needs of Nevada’s educators, the following proficiencies have been 
identified as key recommendations. 
1. Understanding of the GreenPrint’s Core Concepts, benchmarks and levels of 
achievement, and how they complement, enhance, and focus an interdisciplinary model 
for instruction.  
2. Mastery of environmental literacy at the Functional level.  
3. Awareness of local, state, and federal resources, agencies, and non‐formal education 
institutions and their contributions in Nevada as they relate to environmental literacy, 
and the ability to access these resources to enhance the educational experience for 
Nevada’s students.  
4. Knowledge of local ecology (flora, fauna, ecosystems, geology) and the opportunities 
within Nevada related to environmental literacy.  
5. Action skills to address a variety of environmental issues important to Nevada. 
INSTRUCTION MODEL 
Functional mastery of the Environmental Literacy Core Concepts can be achieved by integrating the 
Concepts into a variety of disciplines. In order to successfully accomplish this goal, educators need a 
comprehensive dynamic instructional model. It is suggested that the Science, Technology and 
Society curricular model be augmented for this task. James, Robinson, and Powell modified the 
model in 1994 to address the point that interconnected topics should not be examined in isolation. 
The proposed 6‐Rings of Environmentally Active Learning (6‐REAL) model utilizes a center concept or 
fundamental idea as a focus for study. After the focus for study is determined, the focus concept is 
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studied through the lens of each of six sub‐foci, providing different perspectives of the focus 
concept. The sub‐foci lenses might include:  economics, society, environment (physical setting), 
science, ethics, technology, self, and/or Culture (i.e., art, literature, history).  
The 6‐REAL instructional model provides a framework for both teachers and students to learn about 
the interrelationships, and often inter‐dependence, between many of the complex and dynamic 
issues involved in environmental education. Each of the benchmarks for the Environmental Literacy 
Core Concepts (Appendix I) should be viewed as the focus concept for the 6‐REAL model. 
 
 
4. A DESCRIPTION OF HOW THE STATE EDUCATION AGENCY WILL MEASURE THE 
ENVIRONMENTAL LITERACY OF STUDENTS. 
Students’ environmental literacy will be measured 
based on (1) specific knowledge they’ve gained and (2) 
on the affect/skills/behavior developed in conjunction 
with that knowledge. To truly measure a student’s level 
of environmental literacy, it is therefore necessary to 
use a multi‐layered measurement system that is 
integrated across experiences where possible.  
This measurement system should take into account the 
variety of experiences that each student will have on 
their journey to environmental literacy, both through 
Formal and Non‐formal education.  
Non‐formal education providers will be encouraged to partner with school districts to provide 
experiences to students in K‐8. The location and type of experience should vary tremendously, from a 
single three‐hour field trip at a museum, to a multi‐day field study experience, to an entire course 
utilizing service learning.  
Non‐formal educational providers would be expected to follow the Standards of Best Practices for 
Nevada Environmental Education & Interpretation Professionals (Appendix III). These Standards will 
promote a standardized quality of experiences designed to foster environmental literacy. Importantly, 
the Standards of Best Practices include the use of authentic assessments to both ensure experiences 
meet stated objectives and to determine whether participants gain the knowledge and skills needed to 
become environmentally literate.  
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The number of students who participate in Non‐formal learning experiences can be reported through 
the Nevada Report Card.  
KNOWLEDGE 
It is recommended that the Environmental Literacy 
Core Concepts are built into future revisions of the 
K‐8 Nevada Educational Standards. Further, it is 
suggested that the Environmental Literacy Core 
Concepts and Benchmarks that relate to science be 
incorporated as a new ‘Unifying Concept C’ in 
Science. Standards relevant to other disciplines 
(health, reading, math, social studies, etc.) may also 
be incorporated into those standards as they are 
updated per the schedule outlined by the Nevada 
Department of Education. It is also important, and 
recommended that “indicator guidelines” to show 
cross‐curricular connections between the disciplines 
are incorporated.  
The standards themselves – including these connections – can be regarded as interim steps within a 
road‐map across grades and disciplines to articulate way‐points on the road to students’ 
environmental literacy. Teachers may then become knowledgeable and active in helping students 
making these connections explicit. Furthermore, the professional development programs described 
previously should be geared toward instructing teachers in methodologies for making these cross‐
disciplinary connections clear to students. Note that it will become more challenging as disciplines 
get increasingly segregated in the higher grades. 
For reporting and accountability purposes, the Nevada Report Card currently captures testing data 
for the state. With the potential incorporation of new standards, data about knowledge of 
environmental literacy concepts could be automatically captured through examination of specific 
questions related to Environmental Literacy Core Concepts.   
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AFFECT, SKILLS, BEHAVIOR 
Measuring students’ Environmental 
Literacy as it relates to their affect (i.e. 
feelings), demonstrated skills, and 
behavior is difficult to capture through 
standardized testing or other commonly 
used assessments. 
Though it is more difficult to measure 
community‐wide success, it will be 
possible to examine a variety of key 
indicators that will serve as a proxy for an 
environmentally literate citizenry. Such 
indicators could include, but are not 
limited to: participation in nature‐related 
organizations, sustainability‐themed 
programs, outdoor recreation visitor days, 
and other metrics.   
In formal‐education classrooms, it is recommended that students be provided with the opportunity 
to build portfolios of the work they’ve done based on experiences they’ve had, including those in 
partnership with non‐formal educational organizations. Portfolios can potentially be evaluated using 
a standardized rubric to determine how well the students have developed the affect, skills, and 
behaviors that signify environmental literacy.  
To measure learning related to the remaining three essential components – affect, skills, behavior – 
students can be provided with the opportunity to build portfolios of the work they’ve done related 
to environmental literacy. Teachers could then assess the portfolios to determine to what extent the 
students have developed the affect, skills, and behaviors that signify environmental literacy. The 
goal is that – through the High School Environmental Studies class and through their work in K‐8 – 
students will be environmentally literate at the ‘Functional’ level, as evidenced by their portfolios, 
by the time they graduate from high school. 
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5. A DESCRIPTION OF HOW THE STATE EDUCATION AGENCY WILL IMPLEMENT THE 
PLAN, INCLUDING SECURING FUNDING AND OTHER NECESSARY SUPPORT. 
 
In order for the Nevada Environmental Literacy Plan to be effectively implemented, it is suggested that 
several conditions be satisfied. The plan must be adopted, properly funded, communicated, 
implemented and assessed. The demands of these needs call for the development of an oversight 
council and a coordinator with the authority to actively and dynamically harmonize the components.  
ADOPTION 
A statewide Environmental Literacy Coordinator position should be established, along with an 
Environmental Literacy Council that operates on a statewide basis.  
The Environmental Literacy Council should function to provide oversight, guidance, and make 
recommendations to the Nevada Environmental Literacy Coordinator. The Council should be 
responsible for filling the Coordinator position.  
The Council will be tasked with providing advice on educational efforts, strategic directions and 
informs the Coordinator on trends in education, government, business and the non‐formal 
education sector. Due to the dynamic nature of this proposed position, it is recommended that the 
Council be comprised of a diverse representation of Nevadans from the academic, business, cultural 
arts, non‐profit agencies, government, and community members.  
The Environmental Literacy Coordinator should work closely with Council members to determine 
how he/she can effectively provide direction, recommendations, programs, resources, and materials 
that improve academic achievement and increase environmental literacy among the state’s 
students. 
The Environmental Literacy Coordinator should also be responsible for raising and dispersing funds, 
coordinating professional development opportunities, and developing and implementing an 
Environmental Literacy communication plan. 
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FUNDING  
The Environmental Literacy Coordinator should seek and secure funding from a variety of sources, 
such as Title II, Title V, IDEA, EPA Environmental Education program, STEM opportunities, state 
wildlife agencies, foundations, federal programs, and pending No Child Left Inside legislation. 
The Environmental Literacy Coordinator should establish a competitive grant program that will allow 
agencies, organizations, and individual citizens the opportunity to provide and fund environmentally 
focused educational programs and services that meet the Environmental Literacy Core Concepts.  
This should include, but is not limited to, providing grant workshops for PD trainers and Non‐formal 
providers, as well as establishing grant criteria framework to define the types of programs that 
should be funded, at what level, and the standards necessary to qualify for the grant. Fundable 
programs may include: 
 Internships 
 Site‐based education opportunities, including field trips 
 Outreach programs 
 Extracurricular clubs and activities 
 Environmentally motivated organizations and projects 
COMMUNICATION 
To be successful, the GreenPrint Plan must be understood and supported at a variety of levels. 
Therefore, creating and implementing a communication plan is an important recommendation for 
the Environmental Literacy Coordinator. This communication plan should be designed for all levels 
of citizens, agencies, and government. 
It will be important to also give periodic updates through a variety of reporting methods to the: 
 State Board of Education 
 Legislatures 
 Government agencies such as Parks & Recreation, Wildlife, school districts, etc. 
 Non‐formal education providers 
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INTEGRATION OF THE PLAN 
 
The Environmental Literacy Coordinator will work with Nevada Department of Education 
Coordinators to discuss the implementation and integration of the Environmental Literacy Core 
Concepts throughout applicable disciplines and grade levels of the Nevada Education 
Standards. 
The Environmental Literacy Coordinator’s main tasks should focus on providing services to 
formal and non‐formal education providers, including: 
 Professional development based on the implementation and integration of the Core 
Concepts and Benchmarks of the Nevada Environmental Literacy Plan. 
 Grants will be available to fund Environmental Literacy experiences for students, 
including service learning; grant‐writing workshops will provide teachers and other 
educators with the knowledge and skills to apply for the Environmental Literacy 
competitive grants. 
 Professional development in assessment of Environmental Literacy.  
EVALUATION OF THE SUCCESS  OF THE PLAN 
a. It is recommended that the Environmental Literacy Coordinator establish a grant review 
and evaluation process to govern extended funding on an annual basis. 
b. It is suggested that the Environmental Literacy Coordinator sponsor conference 
presentations at state, regional, and national levels to discuss the success and 
challenges of programs and develop new ideas for furthering environmental literacy in 
Nevada. 
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APPENDIX I 
CORE CONCEPTS WITH BENCHMARKS 
Core Concepts (adapted with permission from the American Zoo and Aquarium’s Conservation Education 
Message) are revealed through their benchmarks. The benchmarks incorporate the following essential 
components of environmental literacy: 
 Knowledge  
 Affect (Feelings)  
 Skill  
 Behavior/Actions 
A. ALL LIFE ON EARTH EXISTS WITHIN AN ECOSYSTEM. 
1. Ecosystems  are  made  of  interdependent  relationships  between  groups  of  living  things 
(biodiversity) and their physical environment. 
2. An  impact on any element of an ecosystem has consequences  throughout  that ecosystem 
(and potentially others).  
B.  HUMAN BEINGS ARE AN INTEGRAL PART OF ALL ECOSYSTEMS. 
1. Human activities within ecosystems affect these systems. 
3. Ecosystems can affect human decisions and activities. 
C.   HEALTHY ECOSYSTEMS PROVIDE MANY ESSENTIAL SERVICES AND 
BENEFITS THAT SUSTAIN AND IMPROVE HUMAN LIVES. 
1. Natural  systems maintain  a  habitable  planet  by  regulating  climate  and  by  cycling water, 
oxygen and carbon dioxide and soil nutrients. 
2. Natural  systems  provide  human  beings  with  essential  services  (ecosystem  services)  that 
sustain life on Earth:  fresh air, clean water, energy, mineral resources, soil, and oceans that 
can produce food. 
3. People depend on thousands of plants and animals to live their daily lives.  
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4. Biological diversity provides a multitude of natural  resources used  commercially  for  food, 
shelter, fiber, medicines, and other products. 
5. Healthy  ecosystems  underpin  healthy  human  economics.  Many  jobs  depend  directly  on 
protecting natural ecosystems (recreation, farming, utilities).    
6. Healthy communities and  the people  that  live  there are sustained by healthy ecosystems. 
Natural places nourish human’s mental and physical health.   
D.  THE HUMAN EXPERIENCE REQUIRES A CONNECTION TO NATURE. 
THESE EXPERIENCES IN NATURAL PLACES IN OUR COMMUNITY 
ENRICH OUR LIVES AND INSPIRE OUR CHOICES FOR FUTURE 
GENERATIONS. 
1. For all human beings, nature is a place to renew the human spirit and refresh our emotional 
and mental health.  
2. The beauty and resources of the natural and cultural world are global treasures. They help 
define America’s national heritage and character, and provide the nation with valuable and 
irreplaceable natural resources. 
3. Nevada’s natural world provides wondrous places  to play and  recreate,  to explore,  to be 
creative, to learn and enjoy both as individuals and with our friends and families. 
E.   HUMAN BEINGS ARE RESPONSIBLE FOR DRAMATIC CHANGES TO 
ECOSYSTEMS AT A RATE UNPRECEDENTED IN EARTH’S HISTORY 
1. The growth of the human population coupled with the increased consumption of resources 
by individuals will increasingly impact the planet’s finite resources. 
2. Human  threats  to Nevada’s  environment  include  global  climate  change,  invasive  species, 
habitat destruction, water, and air quality. 
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F.   WE HAVE THE RESPONSIBILITY TO CARE FOR THE EARTH, TO LEAVE 
HEALTHY ECOSYSTEMS FOR OUR FAMILIES AND FUTURE 
GENERATIONS 
1. Human solutions to environmental challenges include sustainability initiatives that minimize 
our impact, such as use of alternative energy sources, public transportation, recycling, green 
architecture, and responsible water use. 
2. Nevadan’s  strive  for  a  personal  commitment  to  help  ensure  environmental  quality  and 
quality of life through actions such as: 
 Making appropriate lifestyle decisions 
 Actively participating in public decisions 
 Sharing our knowledge and feelings about the natural world 
 Support local environmental organizations  
 Practice and promote stewardship and responsible use 
3. Nevadan’s are informed and consider multiple points of view. 
4. Nevadan’s have an understanding of  their  local environment,  including where  their water 
comes from, natural features, and local environmental issues. 
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APPENDIX II 
LEVELS OF ACHIEVEMENT OF ENVIROMENTAL LITERACY 
Measuring the Environmental Literacy of an Individual:  
I. Emergent: At this stage of environmental literacy, a person is able to recognize many of the basic 
terms in the core concepts and are developing a rationale for their participation in environmental 
actions. They have an unsophisticated knowledge of the basic components of systems within and 
affecting the environment. At the emergent level, a person is developing an awareness of and 
sensitivity toward the environment, and has a concern for human impacts on the environment. 
Environmental actions that are taken are not necessarily based on knowledge and understanding 
of the environment.    
 
II. Functional: At this level, there is a broader knowledge and understanding of the core concepts. 
They possess the basic ability to analyze, synthesize, and evaluate the negative and positive 
interactions among systems and predict possible outcomes. This person evaluates a selected issue 
on the basis of evidence and personal values. They have the self‐efficacy to act and are motivated 
by the results.   
 
III. Operational: At this highest level, a person has moved beyond functional environmental literacy in 
both the breadth and depth of understandings and skills. This person routinely evaluates the 
impacts and consequences of actions; gathers and synthesizes pertinent information, chooses 
among alternatives, and takes and advocates actions that work to sustain or enhance a health 
environment. They understand the cause and affect relationships between systems and thus seek 
solutions to possible environmental issues by taking preemptive action.  
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APPENDIX III 
STANDARDS OF BEST PRACTICES FOR NEVADA ENVIRONMENTAL 
EDUCATION & INTERPRETATION PROFESSIONALS 
The Standards of Best Practices for Nevada Environmental Education & Interpretation (NEE&I) 
Professionals was developed in coordination with the Nevada State Certification Program for 
Environmental Education & Interpretation. 
Introduction 
This document provides guidelines about the knowledge and skills needed to provide effective 
Environmental Education and Interpretation (EE&I) experiences in the state of Nevada. Effective 
experiences not only further the mission of the organization but also inspire understanding, 
appreciation, and stewardship of Southern Nevada’s environment.  
Standards of Best Practices for Nevada Environmental Education & Interpretation (NEE&I) Professionals 
is a guide for providers working at public lands, nature centers, museums, zoos, aquaria, schools, and all 
nature and heritage‐rich places. It is designed to help NEE&I providers develop and implement the 
highest quality experiences for all possible audiences. It is a tool for NEE&I providers to use as they 
develop new experiences, deliver programs, or evaluate the effectiveness of the experience. Because 
EE&I experiences come in many forms, not every part of this document will apply to every EE&I 
experience. 
Best Practices are best understood in the context of an organizational hierarchy. For the purposes of this 
document, the categories of this hierarchy are: 
Theme 
     Strands 
                                      Best Practices 
Standards of Best Practices for NEE&I Professionals is organized into five Themes: 
 Environmental Literacy 
 Foundations of EE&I 
 Responsibilities of an EE&I Professional 
 Planning, Implementing, and Fostering Learning  
 Learner Assessment 
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   Theme:  Environmental Literacy  
 
Overview 
Nevada EE&I Professionals should be environmentally literate. This means having the ability to question, 
investigate, and analyze; knowledge of environmental processes and human systems; an understanding 
of environmental issues; and the ability and motivation to practice environmental decision‐making. 
  Strand:  How We Learn 
Learning and instruction are closely linked. NEE&I Professionals are competent in effective ways of 
gaining and applying knowledge. 
Best Practices:   
 Use appropriate questioning and analysis skills to gain knowledge.  
 Design and carry out investigations, using appropriate tools to gather, analyze, and 
interpret data. 
 Understand what science is, what science is not, and how this applies to the practice of 
EE&I. 
  Strand:  Ecological Systems, Social Systems, and Their Influences 
NEE&I Professionals synthesize knowledge across disciplines, especially in the natural and social 
sciences, to understand the processes and systems that comprise the environment. 
Best Practices 
 Understand the interrelationships of human societies and ecosystems. 
 Understand that these interrelationships happen on different scales.  
  Strand:  Understanding and Addressing Environmental Issues 
NEE&I Professionals have the abilities to learn about, evaluate, and act on environmental issues. 
Best Practices 
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 Address environmental issues using questioning skills, analysis skills, and content 
knowledge. (Environmental issues are those that are caused by anthropogenic effects on 
the natural environment.) 
 Identify and evaluate alternate solutions and courses of action, using creativity, flexibility, 
and openness to other viewpoints. 
 Identify and investigate environmental issues on different scales, and relate to place. 
 Understand environmental justice “do no harm” philosophy and how it applies to the 
equitable application of laws and benefits across socio‐economic boundaries. 
 
  Strand:   Personal and Civic Responsibility 
Environmental literacy is activated by individual commitment. 
Best Practices 
 Recognize that personal actions can have broad environmental consequences. 
 Understand the role and influence of political institutions and the media. 
 Analyze shared and culturally conflicting values. 
 Understand EE&I’s focus on environmental literacy and citizenship and how EE&I provides 
opportunities for learners to develop critical thinking and action skills. 
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   THEME:  FOUNDATIONS OF EE&I 
 
Overview 
Having knowledge of the goals, theory, practice, and history of the fields of EE&I provides a solid 
foundation for developing a philosophy for individual practice.  
  Strand:  Different Methods of Education about the Environment 
NEE&I Professionals understand EE&I as distinct fields and know their defining characteristics and 
goals. 
Best Practices 
 Define environmental education, interpretation, and other terms and practices used to 
describe education about the environment. 
 Understand the broad outlook that EE&I takes of the “environment,” incorporating 
concepts such as systems, interdependence, and interactions among humans, other living 
organisms, the physical environment, and the built or designed environment. 
 Understand the interdisciplinary nature of EE&I and how each practice draws on and 
integrates knowledge across academic disciplines. 
  Strand:  Goals, Theory, and Practice of EE&I 
Knowledge of the foundations, philosophies, and varied practices of EE&I will allow NEE&I 
Professionals to develop a philosophy for individual practice.  
Best Practices 
 Identify the philosophy, conceptual foundations, and goals of EE&I by examining founding 
documents of the field.  
 Identify major components of environmental literacy and the relationship to the practices 
of EE&I. 
 Understand the influences that have contributed to the evolution of these concepts (e.g., 
work done by C. Roth, H. Hungerford, R. Ben Beyton, R. Wilke, S. Ham, E. Mills, F. Tilden, 
and others). 
 Describe a variety of national, regional, state and local EE&I programs and support 
services, including funding sources and resources.  
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 Understand local efforts to link and enhance programs through partnerships and other 
collaborations. 
  Strand:  Historical and Current Perspectives of EE&I 
The fields of EE&I have changed over time and continue to change. 
Best Practices 
 Understand the educational movements, including place‐based education, nature study, 
outdoor education, conservation education, experiential education, and other programs, 
that have contributed to the development of EE&I and how they relate to EE&I. 
 Understand how different entities, including the United Nations, schools, state and federal 
agencies, zoos, museums, and other professional organizations have influenced – or might 
influence – the manner and form of EE&I. 
 Describe specific findings from EE&I research and discuss their effect on how EE&I is 
perceived, defined, or practiced. 
 Understand current and emerging issues in the fields of EE&I. 
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  THEME:  RESPONSIBILITIES OF AN EE&I PROFESSIONAL  
 
Overview 
Practitioners of EE&I should maintain consistent and high standards for instruction and professional 
conduct. This includes exemplary instructional practice that does not advocate a particular point of 
view, and an ethic of lifelong learning. 
  Strand:  Expectations of an EE&I Professional 
Provide EE&I that is appropriate, constructive, and aligned with the standards of the field. 
Best Practices 
 Identify ways in which EE&I can be used as a tool for meeting curriculum standards and 
addressing education reform goals.  
 Understand the role of partnerships among community members, organizations, agencies, 
businesses, and educational systems.  
 Practice responsible, respectful, and sensitive behavior during instruction. 
 Model the process of inquiry, experiential learning, and the application of environmental 
investigations in EE&I programming. 
 Make complex issues understandable and establish relativity to the audience. 
  Strand:  Factual Accuracy and Multiple Points of View 
Provide accurate, balanced, and effective experiences while not promoting a particular view about 
environmental conditions, issues, or actions. 
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Best Practices 
 Identify deliberate strategies and techniques that encourage participants to explore and 
discover different perspectives, form their own opinions, and explain their beliefs. 
 Use deliberate techniques for presenting differing viewpoints and theories in a balanced 
manner.  
 Identify potential sources of bias and conflict.  
 Differentiate among resource materials on the basis of factual accuracy, including primary 
and secondary sources.  
 Weigh evidence regarding environmental problems based on validity of data (e.g., from 
scientific societies or reputable journals or reputable websites). 
  Strand:  Ongoing Learning and Professional Development 
NEE&I participants are aware of the need to be active learners in their professional lives. 
Best Practices 
 Learn and use research and analytical skills to expand existing knowledge about the 
environment, related issues, EE&I, and instructional methods.  
 Use research and analytical skills to expand existing knowledge about the environment 
and EE&I. 
 Build relationships with mentors, advisors, and others who will challenge NEE&I 
professionals to continually expand and upgrade their knowledge and skills. 
 Reflect on and learn from personal practice as an EE&I professional, both individually and 
with other professionals and colleagues.  
 Seek out opportunities to learn essential content and skills in real‐world environmental 
settings or contexts, especially within local ecosystems. 
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  THEME:  PLANNING, IMPLEMENTING, AND FOSTERING 
LEARNING 
 
Overview 
NEE&I Professionals must combine the fundamentals of effective communication techniques with the 
unique features of EE&I to design and implement effective learner‐centered, experiential learning 
experiences. 
  Strand:  Knowledge of Audience 
Tailor instructional approaches to meet the needs of different learners.  
Best Practices 
 Identify, select, adapt, and model materials and experiences for program options that are 
developmentally appropriate and take learning styles into consideration for a designated 
age or level of knowledge. 
 Identify and understand possible diverse audiences and their needs, including: moral, 
cognitive, social and physical, perspectives, and appropriate learner outcomes.  
 Recognize and acknowledge the validity of varying cultural perspectives present in the 
audience. Tailor instructional approaches to appropriately and respectfully respond to 
these perspectives and use them as a resource. 
  Strand:  Planning and Delivery of EE&I Experiences 
Employ a range of methods that are particularly suited to EE&I. This includes planning age‐
appropriate experiences that meet specific goals, and creating a safe and conducive learning 
environments both indoors and outside. Be familiar with ways of including EE&I in the local school 
district curriculum. 
Best Practices 
 Where appropriate, understand how EE&I experiences meet relevant national, state, and 
local educational standards for learning performance in specific disciplines. Ability to 
correlate EE&I experiences with state education standards in a particular discipline or 
grade level.  
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 Demonstrate a concern for audience safety in designing, planning, and implementing 
instruction, especially experiences that are hands on, or that take place outside the 
classroom. Attend to the physical layout such that the site is used safely and effectively. 
  Strand:  Materials, Resources, and Technology 
Access, evaluate, and use a range of materials, resources and technologies. 
Best Practices 
 Identify and evaluate materials and resources. 
 Identify informal science and heritage institutions, local businesses, service organizations, 
government agencies, nonprofit organizations, and others that may participate in and 
support EE&I experiences. 
 Identify, assess, and use a variety of professional development opportunities. 
 Demonstrate use of a variety of tools of the trade for environmental observation and 
measurement.  
 Demonstrate how to use technologies to analyze and communicate environmental 
information. 
  Strand:  Create the Learning Environment 
Foster an environment that is conducive to learning, including enabling the audience to engage in 
open inquiry and investigation.  
Best Practices 
 Identify and model ways of presenting the natural world or environmental issues in 
engaging ways.  
 Select among relevant topics and issues based on audience interests to construct 
knowledge and foster conceptual understanding. 
 Use a variety of instructional methods and strategies appropriate for the content and 
context based on learning objectives, learner characteristics, time requirements, 
involvement of community members, community and agency dynamics and policies, 
available resources, and the instructional setting.  
 Promote lifelong learning and engage the audience in the idea of taking responsibility for 
their own learning and expectations for achievement.  
 Apply experiential learning techniques, inquiry‐based learning techniques, and other 
instructional techniques that allow the audience to explore and discover the world around 
them.  
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 Understand that experiences that foster clear and independent thinking are important to 
the ultimate goal of developing environmentally literate citizens.  
 Use instructional techniques that encourage the audience to ask questions and explore a 
variety of answers. 
 Take into account audience preconceptions and assumptions while encouraging creativity 
and openness.  
 Promote cooperative learning as a component of environmental literacy.  
 Modify instructional plans and approaches, when appropriate, to take advantage of 
unexpected opportunities (e.g. new developments in community issues, recent events or 
phenomena that are in the news, or breakthroughs in scientific understanding) and 
audience questions and interests. 
 Work collaboratively with others, adapting instructional approaches as needed to blend or 
complement instructional styles and to meet shared goals. 
 Make complex issues understandable and establish relativity to audience. 
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  THEME:  LEARNER ASSESSMENT 
  Strand:  Learner Outcomes 
Linking assessment to learning.  
Best Practices 
 Link the goals and objectives of the EE&I experience to expected audience outcomes.  
 Use (when appropriate) assessment of learner outcomes to measure if outcomes meet 
national, state and local standards. 
 Engage the audience in setting their own expectations for the experience. Understand the 
importance of these abilities in light of EE&I’s emphasis on learner‐centered education 
and lifelong learning. 
  Strand:  Assessment as Part of the EE&I Experience 
Incorporate assessment into EE&I experiences. 
Best Practices 
 Make objectives and other expectations clear to the audience at the outset of an EE&I 
experience. 
 Assess the audience’s baseline understandings and skills at the beginning of an EE&I 
experience.  
 Use a variety of assessments, including open‐ended questions, projects, presentations, or 
other activities appropriate to the EE&I experience. 
 Understand appropriate use of formative and summative assessment tools to specific 
EE&I activities, projects, or experiences. 
  Strand:  Improving EE&I Experiences 
Use instructional experiences and assessments to improve future EE&I activities. 
Best Practices 
Use results of differing kinds of assessment to help modify and improve future programming and 
activities. 
 
TASK 7:   DEVELOP A PUBLIC AWARENESS 
CAMPAIGN TO INFORM RESIDENTS 
ABOUT THE BENEFITS OF PUBLIC LANDS; 
ENCOURAGE THEM TO LEARN ABOUT 
THE PLANTS, ANIMALS, ROCKS, AND THE 
NATURAL AND CULTURAL HISTORY OF 
SOUTHERN NEVADA; AND MOTIVATE 
PEOPLE OF ALL AGES TO RESPONSIBLY 
EXPLORE OUTDOOR RECREATIONAL 
OPPORTUNITIES ON PUBLIC LANDS. 
 
 
The Nevada Children’s Outdoor Bill of 
Rights Initiative 
 
Engaging Clark County families with the Nevada Children’s 
Outdoor Bill of Rights will give them the information and skills to 
know where to go, how to get there, feel safe going to these 
places, and have recreational skills to enjoy themselves.  
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TASK 7:  Develop a Public Awareness Campaign to 
inform residents about the benefits of public lands; 
encourage them to learn about the plants, animals, 
rocks, and the natural and cultural history of Southern 
Nevada; and motivate people of all ages to 
responsibly explore outdoor recreational 
opportunities on public lands. 
 
T H E  N E VA D A  C H I L D R E N ’ S  O U T D O O R  B I L L  O F  R I G H T S  I N I T I A T I V E  
 
BACKGROUND 
A strong message is a critical tool that allows an entity or agency to communicate clearly, effectively, 
and consistently with its audience. Well-crafted messages can make an entity relevant to their 
audiences. Therefore, the SNAP Conservation Education Action Plan listed the creation of interagency 
SNAP messages as a strategic priority. Once created, these messages would form the basis for TASK 
7 and public awareness campaign development.  
 
PROCESS 
To begin the process, a SNAP Messaging Workshop was organized in March 2009; it was facilitated 
by Sam Ham, Ph.D1., an expert in applying communication theory to environmental conservation and 
interpretation, among other areas of expertise. Twenty-five people participated, including members 
of the SNAP Education, Anti-Litter, Wilderness, Recreation, Law Enforcement, and Public Affairs Office 
teams, as well as members of the SNAP Board. All of the workshop’s goals (listed below) were met.  
1. Come to consensus on what the most important message about our public lands should 
be (i.e., an overarching message). The message should be based on: 
 Shared values 
 Needs  
 Knowledge of audience 
 
2. Develop and agree on this overarching message. This overarching message should:   
 Communicate a central idea;  
 Answer the question “so what;”  
 Stimulate thought and meaning-making; 
 Be compelling to both the agencies and the audience; and 
 Provide a framework for additional messages and other communication needs. 
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3. Develop and agree on messages for the following topic areas:  OHV, Anti-litter, 
Wilderness, Restoration (including invasive species). 
Follow-up meetings were held, with the result being the creation of a series of layered messages 
(shown below). These messages seek to communicate a central idea; answer the question “so what”; 
stimulate thought and meaning-making; and be compelling to both the agencies and the audience. 
 
I. FINAL OVERARCHING SNAP MESSAGE 
 Our public lands surrounding the Las Vegas valley hold inspiring natural and cultural 
treasures for us to enjoy today; create lasting memories for tomorrow; and take care of 
forever. 
 The word “us” in this message can be changed according to the audience. For example, it can 
be substituted with “families” (e.g., for Hispanic audiences), “children,” and “communities.” 
 
II. OHV MESSAGE 
 You have the power to enjoy and take care of our public lands by staying on designated 
trails.  
 
III. WILDERNESS MESSAGE 
 Wilderness:  Wild and wonderful opportunities that are not far away – so enjoy, explore, and 
help take care of it.  
 
IV. ADDITIONAL MESSAGES/COMMUNICATION STRATEGIES 
Enjoy Today – Exploring your Public Lands 
 Visual Message: recreation map 
Create Lasting Memories – Your Public Lands Bill of Rights 
 Camp under the stars 
 Watch the sun set over the mountains 
 Celebrate Nevada’s heritage 
 Walk through a slot canyon 
 Discover nature  
 Follow a trail 
 Play in the dirt 
 Splash in the water 
 Have a picnic outdoors 
 Catch and release a fish 
Take Care of It! 
 Volunteer and make the land your own 
 Stay on trails 
 Don’t trash the neighborhood 
 Be careful with fires 
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 Native nature only! 
 Know before you go 
 www.snap.gov 
Nevada Children’s Outdoor Bill of Rights  
 Create an outdoor adventure 
 Explore a trail 
 Camp under the stars 
 Go fishing 
 Discover nature 
 Explore Nevada’s heritage 
 Go on a picnic 
 Play in the park, in the water, in the snow, on the rocks 
 
These messages were communicated throughout SNAP agencies to provide a framework for 
additional messages, communication initiatives, and the public awareness campaign that is the focus of 
this task. Particular attention was paid to the idea of a Nevada Children’s Outdoor Bill of Rights. 
Other states and municipalities, including California, Colorado, Florida, Maryland, Chicago, and 
Cincinnati are implementing similar Children’s Outdoor Bill of Rights programs. Avenues for support for 
this type of messaging campaign include: 
 
 Nevada State Parks – Getting Outdoors in Nevada campaign 
 National Park Service – Junior Ranger and Kids in Parks programs 
 U.S. Forest Service – More Kids in the Woods initiative 
 U.S. Fish and Wildlife Service – Neighborhood Explorers and Let’s Go Outside 
initiatives 
 Bureau of Land Management  – Take It Outside:  Connect with Your Public Lands   
 
The programs listed above have capitalized on publicity generated by Last Child Left in the Woods: 
Nature Deficit Disorder (Richard Louv 2005) and the Children and Nature Network.2 Attention has 
also been given to the rising rate of obesity in American youth and related health problems. Many 
researchers are tying this increase in obesity to lack of active play and increased connectivity to 
electronic media. A Children’s Outdoor Bill of Rights campaign also aligns with the No Child Left 
Inside Act. The legislation calls for increased emphasis on environmental education opportunities, 
environmental literacy plans, and healthy initiatives.  
A public awareness campaign revolving around the community-wide adoption of a Children’s 
Outdoor Bill of Rights for Nevada became a top priority as a SNAP communication initiative and 
public awareness campaign opportunity. Three strategic steps identified to accomplish this priority: (1) 
Ask local children what they would like to see on their Outdoor Bill of Rights; (2)  Invite a broad-
based group of stakeholders to form an Alliance to create and adopt the Children’s Outdoor Bill of 
Rights and participate in the public awareness campaign; and (3) Develop and implement public 
awareness campaign. The details of each of these steps are provided in the following section. 
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1. Asking Children What Activities to Include 
It was important to get youth input on what types of experiences or activities should be included in 
the Nevada Children’s Outdoor Bill of Rights, as well as suggestions for the age by which kids 
should have all these experiences. In December 2009, participants enrolled in two established 
youth groups — the Southern Nevada Water Authority Youth Advisory Council (high school juniors 
and seniors) and the Afternoon All-Stars (J.D. Smith Middle School, Clark County, NV) — provided 
their opinions. Following a brief introduction to the idea of a Children’s Outdoor Bill of Rights 
and to the concept that inspiring natural and cultural treasures exist, which are important to 
experience, the youth were asked to participate in a survey designed to reveal opinions through 
the sorting of photos. First, small groups were given about twenty photos depicting people 
engaged in a variety of outdoor recreation activities. Second, the youth were asked to pick three 
pictures that, in their opinion, represented activities that were fun, memorable, engaging, and 
important to include on the list (Figure 1).  
 
Some comments and thoughts gathered during the photo-sort activity: 
 Crystal, age12: I’ve never been camping, but would like to sleep in a tent and not be around 
electricity. 
 Christian, age 12:  “Fishing is fun when you catch something, but it is also fun to be by the 
water and relax. 
 Anonymous: Provide opportunities close to home…in neighborhoods and easy to access. 
 Anonymous: This is important; everybody should have outdoor experiences. 
 
 
  
  
 
FIGURE 1. CHILDREN PARTICIPATE IN A PICTURE SORT TO IDENTIFY THEIR OUTDOOOR BILL OF RIGHTS ACTIVITIES 
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Finally, results and responses were recorded and analyzed (Figure 2). 
 
FIGURE 2. RESULTS OF PHOTO SORT WITH YOUTH GROUPS 
 
2. Convene stakeholders to form an Alliance to create and adopt the Nevada 
Children’s Outdoor Bill of Rights  
The services of a professional facilitator were secured from the NPS Rivers, Trails and 
Conservation Assistance Program (RTCA) to help create and maintain a collaborative 
partnership that would work together to develop and implement a Nevada Children’s 
Outdoor Bill of Rights. This Alliance was first convened in Spring 2010.  
Alliance members represented groups including: the Southern Nevada Agency Partnership; 
Parks and Recreation Departments of Clark County, City of Henderson Parks and Recreation, 
City of Las Vegas and City of North Las Vegas; Nevada Department of Wildlife, Southern 
Nevada Health District, Outside Las Vegas Foundation, REI, Inc., Clark County School District, 
Nevada Division of State Parks, Friends of Desert National Wildlife Refuge Complex, UNR 
Cooperative Extension, American Heart Association, CHOLLA, Claim Jumper Restaurants, 
Boulevard Magazine, Red Rock Canyon Interpretive Association, Forever Resorts, Afternoon 
All-Stars, Nevada Cancer Institute, and the UNLV Public Lands Institute. 
The Nevada COBOR served as a shared vision for connecting children to nature. Alliance 
members developed a mission, vision, and goals, as well as an implementation strategy for 
community-wide adoption and integration.  
 
Mission 
 
To encourage Nevada’s children to participate in outdoor recreational activities, engage in 
lifelong learning adventures, and become stewards of the environment. 
0
5
10
15
20
25
30
Recreational Activities Picked by Youth
# times chosen as Top 3
TASK 7:  Public Awareness Campaign 
 
 
Page 6 • TASK 7 
Play 
 
 
Goals 
 
 Increase participation of all children in outdoor activities. 
 Promote the health benefits of being active outdoors. 
 Increase understanding of Nevada’s heritage and support for outdoor recreation 
opportunities. 
 Promote stewardship of public lands, community environments, and our diverse ecosystems. 
 Enhance outdoor safety awareness. 
 
 
 
Nevada Children’s Outdoor Bill of Rights 
 
The children of Nevada have the right to discover and experience 
the outdoors through the following activities: 
Create an outdoor adventure. 
Explore a trail. 
Camp under the stars. 
Go fishing. 
Discover nature. 
Explore Nevada’s heritage. 
Go on a picnic. 
in a park. 
in the water. 
in the snow. 
on the rocks. 
 
Because most Alliance members represented groups that had existing programming and activities 
related to children in nature, an important goal of the Nevada COBOR is to not incorporate the 
COBOR into existing programs, but to connect groups and help leverage individual programs in 
ways that increase our reach and impact.  
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Ultimately, it was hoped that the COBOR public awareness campaign would help eliminate 
barriers that impact the ability of families to participate in outdoor activities. Research suggests 
that some of these barriers include the following: 
 
 Adults are themselves not comfortable outdoors 
 Lack of transportation and access 
 Lack of knowledge and skills about places to go and what to do 
 Lack of mentors. Mentors can be key to positive experiences in the outdoors. 
 Lack of knowledge that “nature-deficit disorder” is an issue 
 
Therefore, through their participation and engagement, families will know where to go, how to get 
there, feel safe going to these places, and have recreational skills to enjoy themselves. In the end it 
is hoped that these engaged families will enjoy inspiring natural and cultural treasures while 
creating lasting memories, and feel motivated to participate in volunteer stewardship activities, 
such as Get Outdoors Nevada.  
 
3. Develop and Implement Public Awareness Campaign  
The Nevada Children’s Outdoor Bill of Rights public awareness campaign was developed and 
presented to the SNAP Board and SNAP Executive Director in June 2010 (see Attachments 7.A, B, 
and C). The Children’s Outdoor Bill of Rights Alliance Steering committee approved the 
communications plan and associated ad campaigns (print, radio, and cinema) in August 2010.  
A Nevada Children’s Outdoor Bill of Rights website (www.nvoutdoorkids.org) was launched 
September 2010. The official roll-out of the Nevada Children’s Outdoor Bill of Rights occurred on 
October 9, 2010 at the National Trails Day celebration. A full listing of all activities conducted as 
part of this effort is provided in Attachment 7.C: Evaluation Report: Nevada Children’s Outdoor 
Bill of Rights. 
Project Manager Allison Brody (UNLV-PLI) gave several presentations to help agencies and groups 
understand and incorporate the Nevada COBOR and use campaign materials. Presentations and 
materials were made available to Clark County School District teachers; CHOLLA agencies and 
organizations, the Nevada State Fitness and Wellness Advisory Council, Clark County Parks and 
Recreation senior staff, and to the Regional Open Space and Trails working group. Attachment 
7.B includes the presentation distributed to teachers through the Clark County School District 
Curriculum and Professional Development Division. 
 
 
ACCOMPLISHMENTS 
A public awareness campaign was developed expressly to help families enjoy inspiring natural and 
cultural treasures while creating lasting memories, and feel motivated to participate in volunteer 
stewardship activities, such as Get Outdoors Nevada. 
 SNAP messages were created 
 The Nevada Children’s Outdoor Bill of Rights initiative and public awareness campaign was 
created and implemented 
TASK 7:  Public Awareness Campaign 
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ATTACHMENTS 
7.A Nevada Children’s Outdoor Bill of Rights Public Relations Development Proposal (July 2010), 
Marketing Materials, and Media Plan 
7.B Nevada Children’s Outdoor Bill of Rights Talking Points, Fact Sheet, and CCSD Teacher 
Presentation 
7.C Evaluation Report: Nevada Children’s Outdoor Bill of Rights 
public relations development
Prepared by B&P  I  July 2010
proposal
UNLV PUBLIc LaNds INstItUte
NeVada chILdreN’s 
OUtdOOr BILL Of rIghts
2the proposal
the UNLV Public Lands Institute is launching a campaign aimed at getting 
local children outdoors. the campaign, the Nevada children’s Outdoor Bill 
of rights, provides a list of activities for children and their parents as well 
as information on how to partake of the various activities, ranging from 
fishing, hiking and skiing to playing in a public park or enjoying a picnic.
By getting children to explore the myriad of outdoor activities available in 
southern Nevada, the UNLV Public Lands Institute and its alliance partners 
hope this team effort leads to healthier children, decreasing childhood 
obesity rates and teaching local children to become stewards of Nevada’s 
public lands.
as previously discussed and approved, B&P will implement an advertising 
campaign scheduled to run from October to december 2010. B&P 
recommends implementing this public relations initiative simultaneously to 
complement and reinforce the paid advertising campaign.
B&P will work with the UNLV Public Lands Institute and its agency and 
community partners to refine this plan. B&P will then use the remaining 
resources being made available by the PLI to implement the most 
pressing portions of this plan in late 2010. In doing so, the agency will 
seek and secure as many public relations opportunities as possible that 
are ongoing and will extend into 2011. for instance, B&P will encourage 
relevant websites, magazines and other monthly, quarterly and annual 
publications to include information on the campaign well into 2011. this 
will keep the campaign’s message in front of the target audiences for a 
longer period of time, thus increasing its effectiveness.
introduction
3•	 Increase participation in outdoor activities among all local children.
•	 Promote the health benefits of being outdoors.
•	 Increase understanding of Nevada’s heritage and support for outdoor 
recreation activities.
•	 Promote stewardship of public lands, community environments, and 
Nevada’s diverse ecosystem.
•	 enhance outdoor safety awareness.
public relations goals
B&P will utilize its experience working with similar clients, along with a 
wide range of proven public relations strategies, to help the UNLV Public 
Lands Institute and its partners reach its objectives. these include using 
the agency’s statewide media contacts and media relations expertise to 
generate beneficial news coverage for the Nevada children’s Outdoor 
Bill of rights campaign.
the agency’s Pr pros can also seek and arrange speaking engagements 
enabling campaign leaders and organizers to address key audiences 
in person.
B&P will also help the UNLV Public Lands Institute maximize existing 
partnerships and increase the number of organization and business 
partners affiliated with the children’s Outdoor Bill of rights alliance (cOBra). 
the alliance is a group of businesses and organizations that have agreed to 
sponsor outdoor activities, provide discounts on equipment or offer financial 
support to the campaign.
B&P will begin by contacting its most relevant public relations and 
advertising clients, which include leading local businesses and 
organizations in a variety of industries.
strategies and tactics
4B&P identifies the following initial target audiences for this campaign:
•	 Local and regional media.
•	 Parents, grandparents and others who care for children.
•	 Parent organizations such as the Pta and similar organizations.
•	 Youth groups such as the YMca, Boys & girls clubs and similar 
organizations.
•	 Businesses and organizations that have an interest in participating in 
the campaign as cOBra members and supporters.
•	 Local charities, especially those that serve children, such as the 
Make-a-Wish foundation of southern Nevada, candlelighters 
and others.
audiences
the agency also recommends approaching targeted media outlets— 
such as the desert companion magazine published by KNPr Nevada 
public radio—to determine if they may be interested in partnering in 
various ways with the Nevada children’s Outdoor Bill of rights campaign.
5the plan
the following public relations plan outlines some recommendations on 
how B&P plans to work with the UNLV Public Lands Institute to accomplish 
its goals for the children’s Outdoor Bill of rights campaign. Like any such 
plan, this will evolve over time and require input from the UNLV Public 
Lands Institute and other partners to be most effective.
•	 Create	a	media	kit		
B&P’s Pr team can create an informative and professional online and 
traditional printed media kit and related materials that can be sent 
to media and other key audiences. the contents will include a brief 
fact sheet on the campaign, a list of outdoor activities, a list of cOBra 
members and how people can get involved.
•	 Generate	positive	media	CoveraGe	
B&P will work closely with LaNelda rolley of the UNLV Public Lands 
Institute and others involved in this campaign to determine, plan 
and implement appropriate media relations activities. this includes 
choosing and preparing the best spokesperson for media interviews 
and similar opportunities. It also includes seeking and arranging news 
stories. specific examples include:
o National trails day, Oct. 9 – the campaign is scheduled to be 
announced on this day as part of a public event in henderson. 
B&P will work with the UNLV Public Lands Institute to maximize 
media coverage of the event, including publicizing the 
ceremonial signing of the bill of rights by local elected officials, 
community leaders and possibly local celebrities.
public and media relations   
recommendations
6o Pitch key media on featuring various cOBra members and 
how they are helping with the campaign. for example, 
since reI offers a discount as part of the campaign, an reI 
representative could be on hand at one or more campaign 
events to discuss and demonstrate outdoor equipment such as 
camping gear, fishing rods, mountain bikes and more.
o B&P can suggest, write and place letters to the editor, op-ed 
articles and guest columns in relevant Nevada publications, 
including local newspapers, alternative weeklies and 
magazines.
•	 meet	the	media			
some of the most successful Pr tactics involve interacting directly 
with key local media.  B&P can arrange a series of one-on-one media 
meetings for the key people behind the campaign. this would enable 
the organizations involved to better educate the media about the 
ongoing campaign and perhaps arrange media partnerships which 
will help get the word out to various groups.
•	 media	partnerships	
B&P sees an opportunity to partner with one or more like-minded local 
media outlets that may be interested in helping PLI and its partners 
promote this campaign over time. One logical local media partner 
would be the desert companion magazine, published six times per 
year by KNPr, Nevada’s Public radio station. the statewide Nevada 
Magazine may be another good partner. B&P can approach these 
and perhaps other media outlets, as appropriate. requests could 
range from free or traded magazine, online and radio advertising to 
shared space at community and campaign events.
•	 Use	soCial	media		
B&P will work with PLI and its partners to promote the campaign and 
spread the word about its events and progress through social media. 
examples include:
o Work with campaign organizers to create, expand and 
update their social media presence. at the very least, B&P’s Pr 
pros can suggest, post and forward news via popular social 
media channels like facebook and twitter about campaign 
events, milestones and tips for parents and children seeking 
outdoor adventures.
7o Partner with businesses such as B&P client Verizon Wireless 
to use new technologies such as innovative applications 
for smartphones that encourage children and families to 
interact and track their progress while hiking, biking, running 
or otherwise enjoying outdoor activities. applications can be 
used to track miles hiked, or post photos of outdoor attractions 
on facebook and twitter, or even using foursquare to virtually 
“check in” at a location such as a local museum or the springs 
Preserve, for example.
•	 speakinG	enGaGements			
B&P can work with the UNLV Public Lands Institute and its partners to 
seek and publicize speaking engagements with like-minded local 
groups, from the sierra club and other environmental organizations to 
youth groups and charities to chambers of commerce.
•	 speCial	events					
B&P can work with the UNLV Public Lands Institute to develop, expand 
and implement memorable events. the agency will also help PLI 
seek and secure opportunities to participate in relevant events being 
presented by others. Besides generating awareness of the campaign 
and its goals, such events enable organizers and volunteers to make 
personal contact with families in a fun environment and hand out 
campaign merchandise. the following are some examples.
o On Nevada day, sunday, Oct. 31, a “Nevada family adventure 
day” could be held, with busses (or bikes, in some cases) 
providing transportation to one or more popular outdoor 
destinations, such as red rock canyon for hiking or Lake Mead 
for a family fishing trip. If enough interest and attendance could 
be generated, such an event at Lake Mead or at floyd Lamb 
Park at tule springs could be billed as the “largest family fishing 
trip in Las Vegas history.”
o the UNLV Public Lands Institute could also partner with the
Las Vegas astronomical society at red rock canyon National 
Park. a special event could be created offering children 
the opportunity to view stars, an eclipse and other 
astronomical happenings. 
8the best measure of our efforts is the success of our clients. In the case of 
the UNLV Public Lands Institute’s Nevada children’s Outdoor Bill of rights 
campaign, this may come in the form of new partners, increased support 
from existing alliance members, more visitors to the campaign website 
and more local children participating in outdoor activities.
measurement
o B&P can seek opportunities for the campaign and its officials 
and volunteers to have a booth or other type of presence at 
appropriate community events, from food festivals and family-
friendly fall concerts to local “safe street” halloween events and 
the annual Magical forest at Opportunity Village.
9We appreciate this opportunity work with the UNLV Public Lands Institute 
and its partners to raise awareness of the various outdoor activities 
Nevada offers and to encourage more local children to enjoy them.
pUbliC	relations	direCtor	
george Mccabe I 702.967.2222 I gmccabe@bpadlv.com
senior	pUbliC	relations	aCCoUnt	exeCUtive	
cheryl Persinger I 702.967.2222 I cpersinger@bpadlv.com
in conclusion
900 south Pavillion center drive, suite 170  Las Vegas NV 89144
phone 702.967.2222   fax 702.967.2223
We’re ready when you are
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TALKING POINTS 
 
 It has been well documented over the past few years that children have become increasingly 
detached from outdoor activities and are less physically active. In his book, Last Child in the 
Woods, Richard Louv coined the term, “nature-deficit disorder,” to describe this growing 
disconnect between children and the outdoors. Some of the problems arising from this 
phenomenon include increased rates of childhood obesity and diabetes; poor development of 
social skills; higher occurrences of attention deficit disorder; poor classroom performance; and 
vitamin-D deficiency.   
 
 Nevada has the 11th highest rate of overweight youth in the nation, according to a 2009 report by 
Trust for America’s Health and the Robert Wood Johnson Foundation. It found that 34.2 percent of 
Nevada’s youth between the ages of 10 and 17 were overweight. 
 
 The Nevada Children’s Outdoor Bill of Rights is being created to serve as a shared vision for 
improving the health and quality of life for our children by getting them physically active and 
connecting/reconnecting them to nature and the outdoors. It features a list of activities that every 
child in Nevada would benefit from experiencing. 
The children of Nevada have the right to discover and experience the outdoors 
through the following activities: 
 Create an outdoor adventure 
 Explore a trail 
 Camp under the stars 
 Go fishing 
 Discover nature 
 Explore Nevada’s heritage 
 Go on a picnic 
 Play in a park; in the water; in the snow; on the rocks 
 Nevada offers unlimited possibilities to experience outdoor activities. With 87 percent of the land 
being public land, you can go out and play in any area of the state to enjoy the spectacular 
scenery, view wildlife and appreciate the culture and history. 
 The Las Vegas Valley is surrounded by seven million acres of public lands managed by four 
federal agencies: Bureau of Land Management, National Park Service, U.S. Forest Service, and 
U.S. Fish and Wildlife Service. There are eight national conservation and recreation areas, as well 
as 19 congressionally designated wilderness areas. These public lands offer outstanding 
recreational opportunities such as hiking, camping, boating, kayaking, OHV riding, fishing, and 
much more. A number of significant archeological and cultural sites are also located on these 
public lands.   
 This new initiative brings together a collaborative partnership to develop and implement the 
Children’s Outdoor Bill of Rights. The Nevada Children’s Outdoor Bill of Rights Alliance (COBRA) 
includes: 
 
  
 
 
 
 
 Afternoon All Stars 
 American Cancer 
Society 
 American Diabetes 
Association 
 American Heart 
Association 
 Boys and Girls Club 
 Bureau of Land 
Management 
 CHOLLA (Connecting 
Hands: Offering Lifelong 
Learning Adventures) 
 City of Las Vegas 
 City of North Las Vegas 
 Claim Jumper 
Restaurants 
 Clark County Parks and 
Recreation Department 
 Clark County School 
District 
 Cooperative Extension, 
University of Nevada 
Reno 
 Forever Resorts 
 Friends of Desert 
National Wildlife Refuge 
Complex 
 Henderson City Parks 
and Recreation 
Department 
 Las Vegas Valley Water 
District 
 National Park Service 
 Nevada Cancer Institute 
 Nevada Department of 
Wildlife 
 Nevada State Parks 
 Outside Las Vegas 
Foundation 
 Public Lands Institute – 
University of Nevada, 
Las Vegas 
 Red Rock Interpretive 
Association 
 REI 
 Southern Nevada 
Agency Partnership 
 Southern Nevada Health 
District 
 U.S. Fish and Wildlife 
Service 
 U.S. Forest Service 
 
 COBRA’s goals are to: 
 Increase participation of all children in outdoor activities 
 Promote the health benefits of being active outdoors 
 Increase understanding of Nevada’s heritage and support for outdoor recreation 
opportunities 
 Promote stewardship of public lands, community environments, and our diverse 
ecosystems 
 Enhance outdoor safety awareness 
 
 SNAP, consisting of the Bureau of Land Management, National Park Service, U.S. Fish and 
Wildlife Service, and U.S. Forest Service, is sponsoring the collaboration, while the UNLV Public 
Lands Institute is organizing it. The National Park Service Rivers, Trails & Conservation 
Assistance (RTCA) Program is facilitating the process. 
 The Nevada Children’s Outdoor Bill of Rights encompasses the objectives of the Let’s Move 
Outside initiative – “giving parents the support they need” and “helping our kids be more physically 
active.” Tools and resources are provided so that families can participate in outdoor activities.  
Play 
 
 
 
 
FACT SHEET 
 
Mission  
To encourage Nevada’s children to participate in outdoor recreational activities, engage in lifelong learning 
adventures, and become stewards of the environment.  
 
Goals  
  Increase participation of all children in outdoor activities.  
  Promote the health benefits of being active outdoors.  
  Increase understanding of Nevada’s heritage and support for outdoor recreation opportunities.  
  Promote stewardship of public lands, community environments, and our diverse ecosystems.  
  Enhance outdoor safety awareness.  
  
Nevada Children’s Outdoor Bill of Rights  
The children of Nevada have the right to discover and experience the outdoors through the following 
activities:  
 
Create an outdoor adventure.  
Explore a trail.  
Camp under the stars.  
Go fishing.  
Discover nature.  
Explore Nevada’s heritage.  
Go on a picnic.  
  
in a park.  
in the water.  
in the snow.  
on the rocks.  
 
Groups Represented in the Children’s Outdoor Bill of Rights Alliance 
 
Southern Nevada Agency Partnership 
Bureau of Land Management 
National Park Service 
U.S. Forest Service 
U.S. Fish and Wildlife Service 
City of Las Vegas 
City of North Las Vegas 
Clark County Parks and Recreation 
  Department 
City of Henderson Parks and Recreation 
  Department 
Southern Nevada Health District
Friends of Desert National Wildlife 
  Refuge Complex 
Las Vegas Valley Water District 
Nevada Department of Wildlife  
Nevada Division of State Parks 
Clark County School District 
County Extension, UNR 
American Heart Association 
Outside Las Vegas Foundation 
UNLV Public Lands Institute 
 
Red Rock Canyon Interpretive 
  Association 
CHOLLA 
Claim Jumper Restaurants 
REI 
Forever Resorts 
Afternoon All Stars 
Nevada Cancer Institute 
American Diabetes Association 
American Cancer Society 
Boys and Girls Clubs 
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Evaluation Report: Nevada Children’s Outdoor Bill of Rights 
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EVALUATION REPORT: NEVADA CHILDREN’S OUTDOOR BILL OF 
RIGHTS 
 
To encourage Nevada’s children to participate in outdoor recreational activities, engage 
in lifelong learning adventures, and become stewards of the environment. 
 
BACKGROUND  AND  RATIONALE  
According to a report prepared by the non‐profit organization, Children & Nature 
Network (http://www.childrenandnature.org/), children today spend less time playing 
outdoors, and there are measurable consequences of this. For example: 
 There is growing evidence indicating that children are “smarter, more cooperative, 
happier and healthier when they have frequent and varied opportunities for free 
and unstructured play in the out‐of‐doors” (Children and Nature: A Report On the 
Movement To Reconnect Children to the Natural World, 2008).  
 Free play in natural areas seems to foster higher‐level thinking abilities and 
creativity, as well as higher levels of self‐discipline and self‐esteem.  
 The rate of obesity in children has reached epidemic proportions. In Nevada, an 
astonishing 34% of our children are obese. Engaging children in outdoor activities 
can be an important part of the solution to this problem.  
In January 2010, an alliance of agencies and organizations came together to create a 
Children’s Outdoor Bill of Rights as a tool to communicate the benefits of being outside 
and physically active. This Alliance created the following Nevada Children’s Outdoor Bill 
of Rights: 
 
The children of Nevada have the right to discover and experience the outdoors 
through the following activities: 
 
 Create an outdoor adventure 
 Explore a trail 
 Camp under the stars 
 Go fishing 
 Discover nature 
 Explore Nevada’s heritage 
 Go on a picnic 
 Play in a park; in the water; in the snow; on the rocks 
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The goals of the Nevada Children’s Outdoor Bill of Rights Alliance (COBRA) are to: 
 
 Increase participation of all children in outdoor activities 
 Promote the health benefits of being active outdoors 
 Increase understanding of Nevada’s heritage and support for outdoor 
recreation opportunities 
 Promote stewardship of public lands, community environments, and our 
diverse ecosystems 
 Enhance outdoor safety awareness 
 
As appropriate, alliance members agreed to connect existing programs and events to 
this Outdoor Bill of Rights and work to increase the participation of all children in 
outdoor activities.  
 
MEASURING  SUCCESS  
Description of Media and Marketing Activities 
October—December 2010 
 
TELEVISION (Cox Cable) 
 
 Fifteen second taggables to run on co‐viewing networks (Estimated viewership 2,000,000) 
 Networks included: Nickelodeon, Cartoon, Animal Planet, Discovery, ABC Family 
 
PRINT 
 
 Parents Guide of Las Vegas (Total Circulation 20,000) 2/3 Page (7.375" x 7")  
 MNI Family: American Baby, Family Fun, Parenting, Parents (Total Circulation 51,100) Full 
Page 4CB  
 Pinpoint Publications‐‐aka the ZIP Code Magazines (Total Distribution 150,000) South 
Zones West Zones November 2010 December 2010 Full Page 4CB  
 Desert Companion (Total Circulation 50,000) Full Page 4C  
 El Mundo (Total Circulation per issue 35,500) 10/14 10/29 11/12 Quarter Page 4C (5" x 
7")  
 
RADIO 
 
 Spot Radio (Estimated Impressions Ages 25‐54 ‐‐ 195,000)  
 Thirty second messaging to target parents/kids on co‐listening stations African American 
and Hispanic to be reached through station selection 
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ONLINE 
 
 KNPR E‐Newsletter 6, 000 subscribers  
 Facebook $50 daily budget targeting Nevada Adults 25‐54. $1.10 estimated CPC 
 Google Display Network‐‐Nevada users only *Kids & Games‐‐$50 daily budget, max CPC 
$2.50 (i.e. freeonlinegames.com, juegos.com, stardoll.com) *Creative to target kids 
 *Health & Outdoor Recreation‐‐$25 daily budget, max CPC $2.50  
 (i.e. fitnessmagazine.com, trails.com, forestcamping.com) *Creative to target parents 
 *Local News & General Interest‐‐$75 daily budget, max CPC $2.50  
 (i.e. 8newsnow.com, reviewjournal.com, centurylink.com) *Creative to target parents 
 Google Search $30 daily budget targeting Nevada users actively seeking kids activities 
 and related keywords. Max CPC $2.50 
 
OUTREACH/OUT OF HOME 
 
 UNLV Football Tailgate Appearance 15,900 10/30 20' x 40' space in Rebel Kids Zone of 
Sam Boyd Stadium tailgate area at home game 
 Digital Outdoor Rotary Program (7,000,000) Lamar 7‐board Fast Track program with 
valley‐wide locations  
 Cinemedia (Estimated Impressions 1,528,180) 15‐sec messaging in G and PG showings. 
High index of parents/kids viewing together 
 
May—July 2011 
 
SPOT CABLE 
 
 Spot Cable :15 Taggables Kids 6‐17 to run on co‐viewing networks (Estimated viewership 
2,000,000) 
 Networks included: Nickelodeon, Cartoon, Animal Planet, Discovery, ABC Family 
 
PRINT 
 
 Blvds Las Vegas (Total Circulation 20,000) 1/2 P4C 
 Parents Guide of Las Vegas (Total Circulation 20,000) 1/2 P4C 
 
INTERACTIVE 
 
 Facebook $50 daily budget targeting Nevada Adults 25‐54. $1.10 estimated CPC 
 Google Ad Network Nevada users only *Kids & Games‐‐$50 daily budget, max CPC $2.50 
(i.e. freeonlinegames.com, juegos.com, stardoll.com) *Creative to target kids 
 *Health & Outdoor Recreation‐‐$25 daily budget, max CPC $2.50  
 (i.e. fitnessmagazine.com, trails.com, forestcamping.com) *Creative to target parents 
 *Local News & General Interest‐‐$75 daily budget, max CPC $2.50  
 (i.e. 8newsnow.com, reviewjournal.com, centurylink.com) *Creative to target parents 
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Outreach products and activities developed and distributed 
 
PROMOTIONAL MATERIALS/GIVEAWAYS 
 
Distributed: 
2,250 Sportspacks 
2,000 Banner Pens 
2,500 Silicone Bracelets  
700 Posters 
5,000 Brochures 
5,000 Bookmarks 
5,000 Wild Child Coloring Sheets 
5,000 Outdoor Activity Journals 
 
Reordered (June 2011):  
 
5,000 Silicone Bracelets and 300 Insect Silly Bandz  
300 Posters 
5,000 Brochures 
5,000 Bookmarks 
5,000 Outdoor Activity Journals 
 
Outreach events attended 
 
 National Trails Day 
October 9, 2010 
9 AM – 1 PM 
Henderson Pavilion 
Attendance– 2500 
Direct Contacts – 534 
 
 Nevada Recreation & Park Society 2011 Conference  
Black Mountain Recreation Center 
March 16 – 18 
Direct Contact: 46 
Mailing List: 20 
 
 Spring Celebration Family Festival 
Floyd Lamb Park at Tule Springs 
Noon – 4 pm 
April 9 
Direct Contact: 251 
Mailing List: 28 
 
 Green Fest 
Town Square  
10 am – 4 pm 
April 16 
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Direct Contact: 601 
Mailing List: 69 
 
 19th Annual Children’s Festival 
Winchester Cultural Center 
April 16 
Direct Contact: Approx. 200 
 
 Junior Aquathlon  
Desert Breeze Aquatic Facility  
8 ‐ 11 am  
April 23  
Direct Contact: 12 
 
 Summerlin Kids’ Mix 
Summerlin Centre Community Park, 1800 S. Town Center Drive  
May 7 
Direct Contact: 382 
 
 Expo Day – Las Vegas Science Festival 
Cashman Center 
May 7 
Direct Contact: Approx. 1,000 
 
Number of website hits/description of website activity 
From October 9, 2010 to October 1, 2011, there were 10,034 visits to the website with 
8,524 unique visitors. Nearly 85% of the visitors were new to the site. The top pages 
were the Blog, Just for Kids, Activities/Fishing, Activities/Trails, Support the Nevada 
Children’s Outdoor Bill of Rights, Itineraries, and Resources. The page with the highest 
average time on page was Activities/Trails at nearly 15 minutes. It’s estimated that ¾ of 
the visits to the site were a result of the advertising campaign, particularly online.  
Appendix 1 is the Google Analytics Report for the website. 
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Appendix 1 
GOOGLE  ANALYTICS  
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This page intentionally left blank. 
nvoutdoorkids.org
Dashboard Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
150
300
0
150
300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visits
Site Usage
10,034 Visits
37,493 Pageviews
3.74 Pages/Visit
1.85% Bounce Rate
00:01:18 Avg. Time on Site
84.69% % New Visits
Visitors Overview
0
150
300
0
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300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visitors
Visitors
8,524
Traffic Sources Overview
 Referring Sites
6,146.00 (61.25%)
 Direct Traffic
2,153.00 (21.46%)
 Search Engines
1,735.00 (17.29%)
Map Overlay
Visits
1 9,821
Content Overview
Pages Pageviews % Pageviews
/ 20,413 54.44%
/just-for-kids 2,009 5.36%
/about 1,296 3.46%
/itineraries 1,192 3.18%
/about/support-the-nevada- 1,140 3.04%
New vs. Returning
Visitor Type Visits % visits
New Visitor 8,495 84.66%
Returning Visitor 1,539 15.34%
1 Google Analytics
Absolute Unique Visitors
0
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0
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Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visitors
Visitors
8,524
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Visitors Overview Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
150
300
0
150
300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visitors
8,524 people visited this site
10,034 Visits
8,524 Absolute Unique Visitors
37,493 Pageviews
3.74 Average Pageviews
00:01:18 Time on Site
1.85% Bounce Rate
84.69% New Visits
Technical Profile
Browser Visits % visits
Internet Explorer 5,961 59.41%
Firefox 1,602 15.97%
Safari 1,566 15.61%
Chrome 706 7.04%
Android Browser 69 0.69%
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Traffic Sources Overview Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
150
300
0
150
300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visits
All traffic sources sent a total of 10,034 visits
21.46% Direct Traffic
61.25% Referring Sites
17.29% Search Engines
 Referring Sites
6,146.00 (61.25%)
 Direct Traffic
2,153.00 (21.46%)
 Search Engines
1,735.00 (17.29%)
Top Traffic Sources
Sources Visits % visits
(direct) ((none)) 2,153 21.46%
facebook.com (referral) 1,710 17.04%
googleads.g.doubleclick.net 1,369 13.64%
google (organic) 1,299 12.95%
apps.facebook.com (referral) 923 9.20%
Keywords Visits % visits
nvoutdoorkids.org 148 8.53%
nevada children's outdoor bill of 125 7.20%
nv outdoor kids 83 4.78%
nvoutdoorkids 58 3.34%
nvoutdoorkids.com 55 3.17%
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Absolute Unique Visitors Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
150
300
0
150
300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visitors
8,524 Absolute Unique Visitors
Saturday, October 9, 2010 0.40% (38)
Sunday, October 10, 2010 0.26% (25)
Monday, October 11, 2010 0.94% (89)
Tuesday, October 12, 2010 1.25% (118)
Wednesday, October 13, 2010 1.41% (133)
Thursday, October 14, 2010 1.10% (104)
Friday, October 15, 2010 0.82% (77)
Saturday, October 16, 2010 0.69% (65)
Sunday, October 17, 2010 0.77% (73)
Monday, October 18, 2010 0.68% (64)
Tuesday, October 19, 2010 0.95% (90)
Wednesday, October 20, 2010 0.84% (79)
Thursday, October 21, 2010 1.09% (103)
Friday, October 22, 2010 0.96% (91)
Saturday, October 23, 2010 1.07% (101)
Sunday, October 24, 2010 1.07% (101)
Monday, October 25, 2010 2.15% (203)
Tuesday, October 26, 2010 1.84% (174)
Wednesday, October 27, 2010 1.71% (161)
Thursday, October 28, 2010 1.73% (163)
Friday, October 29, 2010 1.62% (153)
Saturday, October 30, 2010 1.63% (154)
Sunday, October 31, 2010 1.58% (149)
Monday, November 1, 2010 1.55% (146)
Tuesday, November 2, 2010 1.54% (145)
Wednesday, November 3, 2010 1.73% (163)
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Thursday, November 4, 2010 1.67% (158)
Friday, November 5, 2010 1.75% (165)
Saturday, November 6, 2010 1.78% (168)
Sunday, November 7, 2010 1.76% (166)
Monday, November 8, 2010 1.09% (103)
Tuesday, November 9, 2010 1.00% (94)
Wednesday, November 10, 2010 0.87% (82)
Thursday, November 11, 2010 0.70% (66)
Friday, November 12, 2010 0.77% (73)
Saturday, November 13, 2010 0.77% (73)
Sunday, November 14, 2010 0.85% (80)
Monday, November 15, 2010 1.04% (98)
Tuesday, November 16, 2010 0.99% (93)
Wednesday, November 17, 2010 0.88% (83)
Thursday, November 18, 2010 0.87% (82)
Friday, November 19, 2010 0.82% (77)
Saturday, November 20, 2010 0.60% (57)
Sunday, November 21, 2010 0.71% (67)
Monday, November 22, 2010 0.83% (78)
Tuesday, November 23, 2010 0.85% (80)
Wednesday, November 24, 2010 0.85% (80)
Thursday, November 25, 2010 0.66% (62)
Friday, November 26, 2010 0.73% (69)
Saturday, November 27, 2010 0.78% (74)
Sunday, November 28, 2010 0.75% (71)
Monday, November 29, 2010 0.62% (59)
Tuesday, November 30, 2010 0.56% (53)
Wednesday, December 1, 2010 0.56% (53)
Thursday, December 2, 2010 0.39% (37)
Friday, December 3, 2010 0.32% (30)
Saturday, December 4, 2010 0.26% (25)
Sunday, December 5, 2010 0.33% (31)
Monday, December 6, 2010 0.52% (49)
Tuesday, December 7, 2010 0.38% (36)
Wednesday, December 8, 2010 0.22% (21)
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Thursday, December 9, 2010 0.23% (22)
Friday, December 10, 2010 0.25% (24)
Saturday, December 11, 2010 0.17% (16)
Sunday, December 12, 2010 0.26% (25)
Monday, December 13, 2010 0.17% (16)
Tuesday, December 14, 2010 0.17% (16)
Wednesday, December 15, 2010 0.22% (21)
Thursday, December 16, 2010 0.29% (27)
Friday, December 17, 2010 0.20% (19)
Saturday, December 18, 2010 0.14% (13)
Sunday, December 19, 2010 0.22% (21)
Monday, December 20, 2010 0.23% (22)
Tuesday, December 21, 2010 0.16% (15)
Wednesday, December 22, 2010 0.13% (12)
Thursday, December 23, 2010 0.12% (11)
Friday, December 24, 2010 0.11% (10)
Saturday, December 25, 2010 0.12% (11)
Sunday, December 26, 2010 0.12% (11)
Monday, December 27, 2010 0.15% (14)
Tuesday, December 28, 2010 0.19% (18)
Wednesday, December 29, 2010 0.08% (8)
Thursday, December 30, 2010 0.17% (16)
Friday, December 31, 2010 0.08% (8)
Saturday, January 1, 2011 0.01% (1)
Sunday, January 2, 2011 0.05% (5)
Monday, January 3, 2011 0.13% (12)
Tuesday, January 4, 2011 0.05% (5)
Wednesday, January 5, 2011 0.10% (9)
Thursday, January 6, 2011 0.07% (7)
Friday, January 7, 2011 0.03% (3)
Saturday, January 8, 2011 0.04% (4)
Sunday, January 9, 2011 0.02% (2)
Monday, January 10, 2011 0.02% (2)
Tuesday, January 11, 2011 0.24% (23)
Wednesday, January 12, 2011 0.05% (5)
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Thursday, January 13, 2011 0.07% (7)
Friday, January 14, 2011 0.06% (6)
Saturday, January 15, 2011 0.05% (5)
Sunday, January 16, 2011 0.02% (2)
Monday, January 17, 2011 0.03% (3)
Tuesday, January 18, 2011 0.10% (9)
Wednesday, January 19, 2011 0.10% (9)
Thursday, January 20, 2011 0.06% (6)
Friday, January 21, 2011 0.06% (6)
Saturday, January 22, 2011 0.03% (3)
Sunday, January 23, 2011 0.05% (5)
Monday, January 24, 2011 0.16% (15)
Tuesday, January 25, 2011 0.11% (10)
Wednesday, January 26, 2011 0.06% (6)
Thursday, January 27, 2011 0.03% (3)
Friday, January 28, 2011 0.03% (3)
Saturday, January 29, 2011 0.06% (6)
Sunday, January 30, 2011 0.02% (2)
Monday, January 31, 2011 0.06% (6)
Tuesday, February 1, 2011 0.07% (7)
Wednesday, February 2, 2011 0.05% (5)
Thursday, February 3, 2011 0.11% (10)
Friday, February 4, 2011 0.06% (6)
Saturday, February 5, 2011 0.04% (4)
Sunday, February 6, 2011 0.01% (1)
Monday, February 7, 2011 0.05% (5)
Tuesday, February 8, 2011 0.01% (1)
Wednesday, February 9, 2011 0.05% (5)
Thursday, February 10, 2011 0.06% (6)
Friday, February 11, 2011 0.03% (3)
Saturday, February 12, 2011 0.00% (0)
Sunday, February 13, 2011 0.03% (3)
Monday, February 14, 2011 0.04% (4)
Tuesday, February 15, 2011 0.03% (3)
Wednesday, February 16, 2011 0.12% (11)
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Thursday, February 17, 2011 0.04% (4)
Friday, February 18, 2011 0.08% (8)
Saturday, February 19, 2011 0.01% (1)
Sunday, February 20, 2011 0.01% (1)
Monday, February 21, 2011 0.05% (5)
Tuesday, February 22, 2011 0.05% (5)
Wednesday, February 23, 2011 0.05% (5)
Thursday, February 24, 2011 0.07% (7)
Friday, February 25, 2011 0.04% (4)
Saturday, February 26, 2011 0.06% (6)
Sunday, February 27, 2011 0.00% (0)
Monday, February 28, 2011 0.06% (6)
Tuesday, March 1, 2011 0.03% (3)
Wednesday, March 2, 2011 0.03% (3)
Thursday, March 3, 2011 0.04% (4)
Friday, March 4, 2011 0.07% (7)
Saturday, March 5, 2011 0.00% (0)
Sunday, March 6, 2011 0.02% (2)
Monday, March 7, 2011 0.04% (4)
Tuesday, March 8, 2011 0.07% (7)
Wednesday, March 9, 2011 0.03% (3)
Thursday, March 10, 2011 0.05% (5)
Friday, March 11, 2011 0.02% (2)
Saturday, March 12, 2011 0.05% (5)
Sunday, March 13, 2011 0.05% (5)
Monday, March 14, 2011 0.06% (6)
Tuesday, March 15, 2011 0.02% (2)
Wednesday, March 16, 2011 0.02% (2)
Thursday, March 17, 2011 0.05% (5)
Friday, March 18, 2011 0.02% (2)
Saturday, March 19, 2011 0.01% (1)
Sunday, March 20, 2011 0.01% (1)
Monday, March 21, 2011 0.05% (5)
Tuesday, March 22, 2011 0.02% (2)
Wednesday, March 23, 2011 0.06% (6)
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Thursday, March 24, 2011 0.01% (1)
Friday, March 25, 2011 0.08% (8)
Saturday, March 26, 2011 0.02% (2)
Sunday, March 27, 2011 0.05% (5)
Monday, March 28, 2011 0.03% (3)
Tuesday, March 29, 2011 0.04% (4)
Wednesday, March 30, 2011 0.05% (5)
Thursday, March 31, 2011 0.06% (6)
Friday, April 1, 2011 0.03% (3)
Saturday, April 2, 2011 0.03% (3)
Sunday, April 3, 2011 0.03% (3)
Monday, April 4, 2011 0.08% (8)
Tuesday, April 5, 2011 0.03% (3)
Wednesday, April 6, 2011 0.10% (9)
Thursday, April 7, 2011 0.13% (12)
Friday, April 8, 2011 0.06% (6)
Saturday, April 9, 2011 0.05% (5)
Sunday, April 10, 2011 0.04% (4)
Monday, April 11, 2011 0.13% (12)
Tuesday, April 12, 2011 0.11% (10)
Wednesday, April 13, 2011 0.08% (8)
Thursday, April 14, 2011 0.12% (11)
Friday, April 15, 2011 0.12% (11)
Saturday, April 16, 2011 0.05% (5)
Sunday, April 17, 2011 0.06% (6)
Monday, April 18, 2011 0.05% (5)
Tuesday, April 19, 2011 0.05% (5)
Wednesday, April 20, 2011 0.03% (3)
Thursday, April 21, 2011 0.02% (2)
Friday, April 22, 2011 0.02% (2)
Saturday, April 23, 2011 0.02% (2)
Sunday, April 24, 2011 0.02% (2)
Monday, April 25, 2011 0.32% (30)
Tuesday, April 26, 2011 0.51% (48)
Wednesday, April 27, 2011 0.56% (53)
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Thursday, April 28, 2011 0.58% (55)
Friday, April 29, 2011 0.42% (40)
Saturday, April 30, 2011 0.48% (45)
Sunday, May 1, 2011 0.37% (35)
Monday, May 2, 2011 0.24% (23)
Tuesday, May 3, 2011 0.31% (29)
Wednesday, May 4, 2011 0.32% (30)
Thursday, May 5, 2011 0.31% (29)
Friday, May 6, 2011 0.28% (26)
Saturday, May 7, 2011 0.31% (29)
Sunday, May 8, 2011 0.33% (31)
Monday, May 9, 2011 0.39% (37)
Tuesday, May 10, 2011 0.34% (32)
Wednesday, May 11, 2011 0.37% (35)
Thursday, May 12, 2011 0.28% (26)
Friday, May 13, 2011 0.33% (31)
Saturday, May 14, 2011 0.41% (39)
Sunday, May 15, 2011 0.39% (37)
Monday, May 16, 2011 0.36% (34)
Tuesday, May 17, 2011 0.38% (36)
Wednesday, May 18, 2011 0.29% (27)
Thursday, May 19, 2011 0.26% (25)
Friday, May 20, 2011 0.26% (25)
Saturday, May 21, 2011 0.14% (13)
Sunday, May 22, 2011 0.28% (26)
Monday, May 23, 2011 0.26% (25)
Tuesday, May 24, 2011 0.30% (28)
Wednesday, May 25, 2011 0.35% (33)
Thursday, May 26, 2011 0.26% (25)
Friday, May 27, 2011 0.32% (30)
Saturday, May 28, 2011 0.31% (29)
Sunday, May 29, 2011 0.23% (22)
Monday, May 30, 2011 0.28% (26)
Tuesday, May 31, 2011 0.39% (37)
Wednesday, June 1, 2011 0.20% (19)
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Thursday, June 2, 2011 0.28% (26)
Friday, June 3, 2011 0.41% (39)
Saturday, June 4, 2011 0.28% (26)
Sunday, June 5, 2011 0.21% (20)
Monday, June 6, 2011 0.25% (24)
Tuesday, June 7, 2011 0.39% (37)
Wednesday, June 8, 2011 0.32% (30)
Thursday, June 9, 2011 0.25% (24)
Friday, June 10, 2011 0.33% (31)
Saturday, June 11, 2011 0.40% (38)
Sunday, June 12, 2011 0.23% (22)
Monday, June 13, 2011 0.32% (30)
Tuesday, June 14, 2011 0.26% (25)
Wednesday, June 15, 2011 0.25% (24)
Thursday, June 16, 2011 0.29% (27)
Friday, June 17, 2011 0.16% (15)
Saturday, June 18, 2011 0.31% (29)
Sunday, June 19, 2011 0.23% (22)
Monday, June 20, 2011 0.30% (28)
Tuesday, June 21, 2011 0.23% (22)
Wednesday, June 22, 2011 0.42% (40)
Thursday, June 23, 2011 0.25% (24)
Friday, June 24, 2011 0.21% (20)
Saturday, June 25, 2011 0.10% (9)
Sunday, June 26, 2011 0.14% (13)
Monday, June 27, 2011 0.15% (14)
Tuesday, June 28, 2011 0.11% (10)
Wednesday, June 29, 2011 0.20% (19)
Thursday, June 30, 2011 0.16% (15)
Friday, July 1, 2011 0.20% (19)
Saturday, July 2, 2011 0.22% (21)
Sunday, July 3, 2011 0.18% (17)
Monday, July 4, 2011 0.25% (24)
Tuesday, July 5, 2011 0.20% (19)
Wednesday, July 6, 2011 0.34% (32)
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Thursday, July 7, 2011 0.30% (28)
Friday, July 8, 2011 0.20% (19)
Saturday, July 9, 2011 0.20% (19)
Sunday, July 10, 2011 0.23% (22)
Monday, July 11, 2011 0.22% (21)
Tuesday, July 12, 2011 0.29% (27)
Wednesday, July 13, 2011 0.31% (29)
Thursday, July 14, 2011 0.22% (21)
Friday, July 15, 2011 0.20% (19)
Saturday, July 16, 2011 0.14% (13)
Sunday, July 17, 2011 0.16% (15)
Monday, July 18, 2011 0.29% (27)
Tuesday, July 19, 2011 0.20% (19)
Wednesday, July 20, 2011 0.20% (19)
Thursday, July 21, 2011 0.15% (14)
Friday, July 22, 2011 0.10% (9)
Saturday, July 23, 2011 0.16% (15)
Sunday, July 24, 2011 0.18% (17)
Monday, July 25, 2011 0.18% (17)
Tuesday, July 26, 2011 0.22% (21)
Wednesday, July 27, 2011 0.19% (18)
Thursday, July 28, 2011 0.26% (25)
Friday, July 29, 2011 0.20% (19)
Saturday, July 30, 2011 0.16% (15)
Sunday, July 31, 2011 0.20% (19)
Monday, August 1, 2011 0.06% (6)
Tuesday, August 2, 2011 0.04% (4)
Wednesday, August 3, 2011 0.13% (12)
Thursday, August 4, 2011 0.05% (5)
Friday, August 5, 2011 0.10% (9)
Saturday, August 6, 2011 0.04% (4)
Sunday, August 7, 2011 0.02% (2)
Monday, August 8, 2011 0.08% (8)
Tuesday, August 9, 2011 0.05% (5)
Wednesday, August 10, 2011 0.06% (6)
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Thursday, August 11, 2011 0.06% (6)
Friday, August 12, 2011 0.04% (4)
Saturday, August 13, 2011 0.05% (5)
Sunday, August 14, 2011 0.05% (5)
Monday, August 15, 2011 0.02% (2)
Tuesday, August 16, 2011 0.08% (8)
Wednesday, August 17, 2011 0.05% (5)
Thursday, August 18, 2011 0.02% (2)
Friday, August 19, 2011 0.10% (9)
Saturday, August 20, 2011 0.02% (2)
Sunday, August 21, 2011 0.05% (5)
Monday, August 22, 2011 0.07% (7)
Tuesday, August 23, 2011 0.07% (7)
Wednesday, August 24, 2011 0.06% (6)
Thursday, August 25, 2011 0.10% (9)
Friday, August 26, 2011 0.06% (6)
Saturday, August 27, 2011 0.04% (4)
Sunday, August 28, 2011 0.01% (1)
Monday, August 29, 2011 0.05% (5)
Tuesday, August 30, 2011 0.10% (9)
Wednesday, August 31, 2011 0.04% (4)
Thursday, September 1, 2011 0.04% (4)
Friday, September 2, 2011 0.01% (1)
Saturday, September 3, 2011 0.02% (2)
Sunday, September 4, 2011 0.04% (4)
Monday, September 5, 2011 0.06% (6)
Tuesday, September 6, 2011 0.06% (6)
Wednesday, September 7, 2011 0.04% (4)
Thursday, September 8, 2011 0.03% (3)
Friday, September 9, 2011 0.08% (8)
Saturday, September 10, 2011 0.02% (2)
Sunday, September 11, 2011 0.03% (3)
Monday, September 12, 2011 0.06% (6)
Tuesday, September 13, 2011 0.05% (5)
Wednesday, September 14, 2011 0.05% (5)
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Thursday, September 15, 2011 0.05% (5)
Friday, September 16, 2011 0.07% (7)
Saturday, September 17, 2011 0.04% (4)
Sunday, September 18, 2011 0.04% (4)
Monday, September 19, 2011 0.04% (4)
Tuesday, September 20, 2011 0.05% (5)
Wednesday, September 21, 2011 0.06% (6)
Thursday, September 22, 2011 0.03% (3)
Friday, September 23, 2011 0.05% (5)
Saturday, September 24, 2011 0.03% (3)
Sunday, September 25, 2011 0.02% (2)
Monday, September 26, 2011 0.08% (8)
Tuesday, September 27, 2011 0.03% (3)
Wednesday, September 28, 2011 0.05% (5)
Thursday, September 29, 2011 0.05% (5)
Friday, September 30, 2011 0.06% (6)
Saturday, October 1, 2011 0.10% (9)
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Map Overlay Oct 9, 2010 - Oct 1, 2011Comparing to: Site
Visits
1 9,821
10,034 visits came from 57 countries/territories
Site Usage
Visits
10,034
% of Site Total:
   100.00%
Pages/Visit
3.74
Site Avg:
   3.74 (0.00%)
Avg. Time on Site
00:01:18
Site Avg:
   00:01:18 (0.00%)
% New Visits
84.66%
Site Avg:
   84.69% (-0.04%)
Bounce Rate
1.85%
Site Avg:
   1.85% (0.00%)
Country/Territory Visits Pages/Visit Avg. Time on
Site
% New Visits Bounce Rate
United States 9,821 3.75 00:01:19 84.84% 1.67%
Canada 30 5.67 00:00:54 86.67% 0.00%
Brazil 25 1.20 00:00:00 0.00% 80.00%
India 23 3.65 00:01:12 78.26% 0.00%
Russia 13 2.00 > 00:00:00 100.00% 0.00%
Mexico 13 2.38 00:00:05 53.85% 0.00%
Philippines 12 2.83 00:00:11 75.00% 0.00%
United Kingdom 11 2.36 00:00:04 100.00% 0.00%
Germany 9 4.00 00:01:53 100.00% 0.00%
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Italy 7 2.00 00:00:00 100.00% 0.00%
1 - 10 of 57
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Content Overview Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
400
800
0
400
800
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Pageviews
Pages on this site were viewed a total of 37,493 times
37,493 Pageviews
15,877 Unique Views
1.86% Bounce Rate
Top Content
Pages Pageviews % Pageviews
/ 20,413 54.44%
/just-for-kids 2,009 5.36%
/about 1,296 3.46%
/itineraries 1,192 3.18%
/about/support-the-nevada-childrens-outdoor-bill-of-rights 1,140 3.04%
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New vs. Returning Oct 9, 2010 - Oct 1, 2011Comparing to: Site
0
150
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300
Oct 11 Nov 12 Dec 14 Jan 15 Feb 16 Mar 20 Apr 21 May 23 Jun 24 Jul 26 Aug 27 Sep 28
Visits
10,034 visits from 2 visitor types
Site Usage
Visits
10,034
% of Site Total:
   100.00%
Pages/Visit
3.74
Site Avg:
   3.74 (0.00%)
Avg. Time on Site
00:01:18
Site Avg:
   00:01:18 (0.00%)
% New Visits
84.66%
Site Avg:
   84.69% (-0.04%)
Bounce Rate
1.85%
Site Avg:
   1.85% (0.00%)
Visitor Type Visits Pages/Visit Avg. Time on
Site
% New Visits Bounce Rate
New Visitor 8,495 3.70 00:01:12 100.00% 1.77%
Returning Visitor 1,539 3.92 00:01:50 0.00% 2.34%
1 - 2 of 2
19 Google Analytics
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TASK 8:   DEVELOP MOBILE EXHIBIT PROGRAM TO 
DELIVER SNAP MESSAGES 
 
 Promoting Responsible Recreation 
 Improving the level of responsibility that current users have for public 
lands through the implementation of a traveling exhibit. The SNAP 
Explore! Mobile Exhibit is designed to deliver SNAP messages in a way 
that promotes awareness of the environment and encourages responsible 
use, exploration, and enjoyment of our public lands.  
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TASK 8:  Develop Mobile Exhibit Program to 
Deliver SNAP Messages 
 
P R O M O T I N G  R E S P O N S I B L E  R E C R E A T I O N  
Our public lands surrounding the Las Vegas valley hold inspiring natural and cultural treasures 
for us to enjoy today; create lasting memories for tomorrow; and take care of forever. 
A SNAP Mobile Exhibit program was developed to deliver messages important to SNAP agencies in 
an unprecedented way for Southern Nevada. This traveling museum is housed in a road-worthy 36-ft 
recreational vehicle. It consists of quality exhibits that have been custom-designed for Southern 
Nevada public Lands. This creation is designed to reach audiences where they are – both literally and 
figuratively – with safe, provocative experiences that provide more than just information. It connects 
current users of public lands in authentic, meaningful ways. It allows visitors to experience the 
importance of responsible use, exploration, and enjoyment of our Public Lands. 
The Explore! SNAP Mobile Exhibit delivers overarching messages in ways that are both far-reaching 
and targeted. It has the capability to effectively reach specific audiences (e.g., OHV enthusiasts and 
rock climbers) as well as more general audiences (e.g., individuals in campground programs and at 
trail heads, and youth groups, Clark County School District (CCSD) students, and family groups).  
The Explore! SNAP Mobile Exhibit consists of a variety of displays, visual interpretives, and 
participatory multi-media experiences. An exhibit planning team of selected SNAP agency staff 
provided input and perspective from each SNAP agency. Exhibit planning paid particular attention to 
incorporating best practices in experiential design, museum research, and other studies about visitor 
experiences. The result was the creation of experiences appropriate to Clark County’s culture and 
environment that educate, engage, and that instill a sense of responsibility and pride for the future of 
Southern Nevada’s public lands.  
 
BACKGROUND AND RATIONALE 
The PLI Project Manager, Allison Brody, facilitated meetings with a variety of SNAP Conservation 
Initiative teams in 2008 to gather input on overall ideas, messages, types of exhibits, and audiences. 
Members of the SNAP Education, Recreation, Wilderness, and Anti-Litter teams asked that the future 
mobile exhibit program address the immediate need for current recreationists to learn about Southern 
Nevada’s public lands and how to be responsible users of them. Not only should these users know 
where recreational opportunities can be found and some of the natural and cultural history of these 
places, but also all users should have the knowledge, skills, and motivation to reduce their impact on 
public lands when they visit them.  
According to the Las Vegas Perspective (2005), more than a quarter of Clark County residents have 
resided here less than five years. One of the consequences of being such a new community is that 
many people have not accepted the natural environment as part of the community. As well, there are 
unique opportunities to deepen the emerging connection that many new users are just beginning to 
make with the public lands surrounding Las Vegas.  
This need for and possibility for deeper connections is one of the underlying issues addressed by the 
Explore! SNAP Mobile Exhibit. Together, the exhibits communicate that beyond the buildings, glamour, 
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and glitz of Southern Nevada exists a part of this community that is often forgotten. Beyond the built 
environment lies the natural environment, which is intimately connected to us; without the natural 
environment, each of our lives would be very different. Yet few people really connect with this natural 
environment or feel that these natural areas are sources for our quality of life. But our dependence on 
them is both out of necessity and intrinsic. These places support life. As this community grows, we need 
to become more closely connected to the natural environment. It becomes increasingly important to get 
to know our neighbors. Decisions we make in the natural environment have lasting consequences. 
Decisions we make impact the future of these places. 
A variety of research suggests that simply giving information to a visitor is unlikely to influence that 
person’s behavior [e.g., Hungerford H.R. and T. Volk.1990. Changing learner behavior through 
environmental education. Journal of Environmental Education. 21(3): 8-21]. Therefore, the model 
carefully selected for the design of Explore! SNAP Mobile Exhibit takes into account three factors (i.e., 
1. Connections in nature, 2. Responsibility to nature, and 3. Connections to nature) that, when taken 
together, can result in the positive action desired (Figure 1).  
In this case, the desired actions are those associated with responsible recreation:  staying on the trail, 
preventing the spread of invasive species, protecting cultural relics, and not littering. As shown in 
Figure 1, the exhibits focus on exposing the complexity of the natural ecosystems found throughout 
Southern Nevada, and how affecting one part impacts other parts; showing how people benefit from 
nature, not only through recreational opportunities, but also through effects on our health, community, 
and pocket-books; and giving the knowledge and skills needed to practice strategies that protect 
these natural areas.  
 
FIGURE 1. MODEL OF RESPONSIBLE RECREATION BEHAVIOR 
TASK 8: Mobile Exhibit Program 
 
UNLV PUBLIC LANDS INSTITUTE  
Education in the Environment Compendium TASK 8 • Page 3 
To create a complete exhibit experience that is most likely to be successful in promoting responsible 
recreation, the Explore! SNAP Mobile exhibit was designed around three galleries; each gallery 
serves a specific purpose in influencing visitors to have the motivation and skills to be responsible 
recreationists. These are described in Table 1.  
 
TABLE 1. SNAP MOBILE EXHIBIT GALLERY EXPERIENCES 
Purpose 
Gallery 
Exhibit 
Components 
Experience 
Connections in 
nature; 
Connections to 
Nature 
Sense of Place 
Photo mural; relief 
map with touch-
points 
Explore Southern Nevada public lands; 
immersion in the beauty and complexity 
of public lands and their stories. 
Connections to 
Nature 
Recreation 
Opportunities 
Recreation panels 
with video monitors 
Explore a variety of recreation 
opportunities; hear stories from a diverse 
array of recreationists enjoying Southern 
Nevada public lands. 
Responsibility to 
Nature Impacts 
“What’s the Big 
Deal” touch screen 
panel; comment 
wall 
Watch experts describe what happens 
when you go off trail, don’t clean your 
gear, leave your trash, or touch cultural 
artifacts. Learn more, and what to do to 
make a difference. Make a commitment 
to act.  
 
GOALS & OBJECTIVES OF THE SNAP MOBILE EXHIBIT 
Mobile Exhibit Goal 
To improve the level of responsibility that current users have for public lands.  
Mobile Exhibit Objectives 
By the end of the exhibit experience, visitors will: 
 Be able to list ways that the built environment connects with the local natural environment. 
 Understand that a connection to the local natural environment is important to their quality of 
life. 
 Show an interest in the natural and cultural history by seeking out local resources. 
 Feel connected to public lands. 
 Recognize the variety of ways that community members connect with public lands. 
 Be able to identify an invasive species and its consequences. 
 Understand the aesthetic and health impacts of litter on public lands. 
 Be able to identify the purpose of designated trails. 
 Be able to list the consequences of recreating off-trail. 
 Gain skills and knowledge for responsible recreation. 
 Make decisions that reduce impacts. 
 Learn ways in which they can get involved with local stewardship efforts. 
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MESSAGING 
Overall SNAP Messages 
Our public lands surrounding the Las Vegas valley hold inspiring natural and cultural treasures for us 
to enjoy today; create lasting memories for tomorrow; and take care of forever. 
 
Thematic components Key Messages 
Enjoy Today Public Lands are yours to explore and enjoy 
Create Lasting Memories 
for Tomorrow 
Proposed Public Lands Bill of Rights (for Adults)  
‐ Camp under the stars 
‐ Watch the sun set over the mountains 
‐ Celebrate Nevada’s heritage 
‐ Walk through a slot canyon 
‐ Discover nature  
‐ Have a picnic you will remember 
‐ Play in the water 
‐ Wonder at a petroglyph 
Nevada Children’s Outdoor Bill of Rights  
‐ Create an outdoor adventure 
‐ Explore a trail 
‐ Camp under the stars 
‐ Go fishing 
‐ Discover nature 
‐ Explore Nevada’s heritage 
‐ Go on a picnic 
‐ Play in the park, in the water, in the snow, on the rocks 
Take Care of It!  Volunteer and make the land your own (Get Outdoors 
Nevada) 
 Stay on trails 
 Don’t trash the neighborhood (Don’t Trash Nevada) 
 Be careful with fires 
 Don’t introduce or spread invasive species – clean your gear 
 Know before you go 
 Protect, Don’t Collect  
 
Mobile Exhibit Messages 
Audience:  Current Users  
Theme:  Your community reaches beyond the built environment; whatever you do outside the 
built environment has an impact on your community (including emotional, biological, health, 
safety, and economic impacts). 
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Thematic title:  Expand horizons, experience community . . . naturally 
Thematic components Key Messages for the Mobile Exhibit 
Enjoy Today  -- understanding 
Southern Nevada’s natural & 
cultural environment 
 This community reaches into the natural environment…Get to 
know your neighbors 
 Nevada’s natural environment is a living, dynamic landscape 
that our quality of life depends on 
Create Lasting Memories for 
Tomorrow --  Fostering sense of 
place 
 Our places tell your stories  
 Our Mojave, Our home, Your choice 
 The Mojave is where your life is happening. Make it 
personal, make it home 
The impacts of our actions  (CALL TO ACTION) The Mojave is yours, don’t desert it – 
Take it personally, value this place for future generations.  
 Choose your story – the choices you make matter to all of us.  
 Healthy communities depend on healthy environments 
 
EXHIBIT CONSTRUCTION 
The SNAP Board approved the Mobile Exhibit Project Proposal (see Attachment 8.A) in 2009; the 
SNAP Mobile Exhibit Executive Report (see Attachment 8.B) to the SNAP Board in fall 2009, and the 
project was approved in January 2010. Final approval from NPS contracting officers was received 
May 2010. 
Exhibit design firm Exhibit IQ (Las Vegas, NV), a local company that has produced mobile exhibits for 
museums, agencies, and organizations around the world, was chosen as the lead in design, planning, 
and fabrication for the project. A 2003 Winnebago Adventurer Class-A RV, model CA35U was 
purchased, registered, and insured summer 2010.  
The Explore! SNAP Mobile Exhibit was completed and tested October 2011 (see Appendix: 8.C 
The SNAP Mobile Exhibit Technical Operating Manual). Staff training also occurred in October 
2011. 
 
ACCOMPLISHMENTS 
 The Explore! SNAP Mobile Exhibit was planned, developed, and implemented 
 
ATTACHMENTS 
8.A SNAP Mobile Exhibit Project Proposal 
8.B SNAP Mobile Exhibit Executive Report  
8.C SNAP Mobile Exhibit Technical Operating Manual (on CD) 
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SNAP Mobile Exhibit Project Proposal  
Our Community Reaches Beyond The Built Environment 
THEMATIC TITLE:         Expand Horizons, Experience Community….Naturally 
PURPOSE 
With  thoughtful  planning  and  careful  design  this  exhibit  will  deliver  messages  important  to  SNAP 
agencies  in an unprecedented way  for Southern Nevada. This exhibit will  reach audiences where  they 
are with  a  safe, provocative  experience  that will provide more  than  just  information.  It will  connect 
current users of public  lands to public  lands  in a deeper, more meaningful way.  It will allow visitors to 
EXPERIENCE the importance of responsible use, exploration, and enjoyment of our Public Lands.    
 
AUDIENCE 
Current users.  Adults, families, school children.                                                                                       
Hands‐on, authentic experiences will enable  this audience  to  fully engage  in  the  learning experience.  
These types of experiences will make SNAP messages more tangible for the audience.   
 
Major Thematic Components 
1. Southern Nevada’s  natural & cultural environment 
2. Fostering sense of place 
3. The impacts of our actions 
Key Messages 
I. Southern Nevada’s  natural & 
cultural environment 
 This community reaches into the natural 
environment…Get to know your neighbors 
 Nevada’s natural environment is a living, dynamic 
landscape that our quality of life depends on 
II. Fostering sense of place   Our places tell your stories  
 Our Mojave, Our home, Your choice 
 The Mojave is where your life is happening. Make it 
personal, make it home 
III. The impacts of our actions   (CALL TO ACTION) The Mojave is yours, don’t desert it 
– Take it personally, value this place for future 
generations.  
 Choose your story – the choices you make matter to 
all of us.  
 Healthy communities depend on healthy 
environments 
Comparing Mobile Exhibit Options 
 
  Custom‐built Trailer  Custom‐built Class‐C 
Recreational Vehicle 
Trade‐Show Pop‐Up 
Exhibit 
Visitor 
Experience 
Immersion experiences 
that develop sense of 
place and personal 
connection to public lands 
and allow for take‐away 
messages to reduce 
impact on public lands 
Immersion experiences 
that develop sense of 
place and personal 
connection to public lands 
and allow for take‐away 
messages to reduce 
impact on public lands 
Static experiences offer 
information and 
stewardship messages for 
the audience to read 
       
Exhibits  Some interactive displays, 
computer kiosks, static 
exhibit panels, tension 
fabric displays, mural 
displays and banners 
More extensive interactive 
displays, multimedia 
(sound, video), computer 
kiosks, static exhibit 
panels, tension fabric 
displays, mural displays 
and banners 
Some interactive displays, 
static exhibit panels, 
tension fabric displays, 
mural displays and 
banners 
       
Cost  $18,000 basic trailer, 
$75,000 and up for custom 
built (inc. climate‐control).  
Exhibit design = 
$300/square foot; Wrap = 
$3000+ depending on 
trailer size 
RV + exhibits = $135,000 – 
175,000 inclusive 
Pop‐Up Exhibits = $150 ‐ 
$40,000 for various exhibit 
components.   
       
Maintenance   Exhibit Design 
 Fabrication 
 Wrap 
 Multimedia 
 General upkeep  
 Licensing/staff training 
 Climate Control 
 Heating/cooling 
systems 
 Solar?  
 Need storage plan – 
protect wrap from 
sun‐damage 
 
 Gas 
 Oil changes 
 Housing 
 General upkeep  
 Solar? 
 Need storage plan – 
protect wrap from 
sun‐damage 
 Design 
 Fabrication 
 Upkeep/Replacements 
 Vulnerable to extreme 
weather/wind 
conditions  
 Delicate ‐‐  usually used 
indoors 
 Harder to keep track of 
audience flow 
 Larger issues with 
“Walk‐off” factor for 
materials/media 
 No place to house 
artifacts etc. 
 Need storage plan out 
of elements 
 Sustainability 
Community partners likely 
to help fund a professional 
exhibit with expansive 
features 
Community partners likely 
to help fund a professional 
exhibit with expansive 
features 
Community partners less 
likely to help fund 
P
ro
s 
     
Research indicates 
experience will more likely 
result in behavior change 
Research indicates 
experience will more likely 
result in behavior change 
 
Custom‐built can provide 
climate‐controlled indoor 
exhibit space for 5‐7 
people 
Custom‐built can provide 
climate‐controlled indoor 
exhibit space for 3‐7 
people 
Components can range in 
price from very cheap to 
more expensive – wide 
range of options available 
Can use exhibit space 
outside trailer (shade 
awning) 
Can use exhibit space 
outside vehicle (shade 
awning) 
Different partners can use 
all or parts of the exhibit 
depending on event needs 
Easily stored in secured 
parking area when not in 
use 
Easily moved from event 
to event 
Can be stored within a 
building 
Easy maintenance 
Easily stored in secured 
parking area when not in 
use 
Can be moved with 
relatively small vehicles 
Does not require same 
licenses and registration as 
a vehicle (e.g., RV) 
All‐in‐one planning and 
fabrication companies 
make this option cost‐
effective and fast 
 
Inside space larger than an 
RV     
Co
n
s 
     
   
Smaller, static exhibits will 
less likely result in 
behavior change 
Staff Training needed for 
pulling a trailer 
Would have to be 
maintained like any vehicle
Staff Training needed for 
pulling a trailer 
Will require truck to haul   Operations cost could soar 
with rising fuel costs 
Does not require same 
licenses and registration as 
a vehicle 
Requires power source or 
use of generator in order 
to run on‐board systems 
Inside exhibit space a little 
smaller than a trailer 
More staff needed for set‐
up and tear‐down 
  Requires license and 
registration  Better in indoor settings 
 
 
Venues 
The target audience is current users of Clark County public lands.  Some of the venues for the 
Mobile Exhibit Project include: 
 OHV Events, Dealers, trailheads 
 Rock Climbing 
 Trailheads 
 Wilderness areas 
 Camp grounds 
 Stewardship Days/Get Outdoors Nevada volunteer events 
 CCSD schools and outreach 
 Scout Groups 
 Fire Events 
 Clean Ups 
 Community Events (Cinco de Mayo, etc.) 
 Earth Days 
 Community Outreach 
 Family Days 
 Agency Onsite Events 
 Non‐Federal Agency Events 
 University sponsored Events 
 Community Partner Events (casinos, Friends groups, museums, Sierra Club, etc.) 
 Backcountry Horsemen 
 
Sustainability 
We propose a three‐pronged approach to sustainability: 
 
I. Procure funding and sponsorships 
 
After initial investment into planning and development, the Mobile Exhibit project should 
attract community partners interested in sponsoring or funding various aspects of the exhibit, 
including components and operations. 
 
The list of funders that might be approached include: 
REI         
Nevada Cancer Institute 
Bookstores 
Southern Nevada Conservancy 
Southern Nevada Health District 
Torino Ranch 
Nevada Community Foundation 
Endowment for the Humanities 
Forever Resorts 
Outside Las Vegas Foundation 
Howard Hughes Foundation 
Reynolds Foundation 
Pierre Omidyar Foundation 
National Wildlife Federation 
Rotary Clubs, outdoor clubs, service clubs 
Patagonia 
NDOW, NDF 
Kodak, Canon, FujiFilm 
Climbing associations, rec clubs, OHV  
Toyota Tapestry 
Honda 
Target, Nordstroms 
Zappos 
Voice Foundation 
Sustainable furniture 
Andre Agassi Foundation 
Green, efficient lighting, electricity, solar, 
Bombard Electric, Green Building Council, 
Green Engineering associations 
Perini, Lucchesi  
KC Publications 
Greenspun 
Jenna and Michael Morton (Trish) 
Republic Services 
Nevada Energy 
Springs Preserve 
Nevada Mining Association, other Barrick 
and Newmont 
Partners in Conservation 
Wells Fargo, HSBC, Nevada State Banks 
Fuel donations (Terrible Herbst, Fabulous 
Freddies) 
Pink Jeep, other tour companies 
LVCVA 
News (TV, print) 
Gates Foundation 
Cox Communication 
Packard Foundation 
Google 
Chambers of Commerce (including Latin) 
Harrahs, Station Foundations, Wynn 
Joshua Tree Productions (donate film, etc.) 
 
II. Develop systems to streamline operations, scheduling and training 
III. Develop relationship with SNAP Volunteer team to staff project 
a. Volunteer trainings will be offered on a regular basis 
b. Volunteers can help schedule and staff events  
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EXECUTIVE SUMMARY 
 
Background 
  With thoughtful planning and careful design, the SNAP Mobile Exhibit will deliver messages important to 
SNAP agencies in an unprecedented way for Southern Nevada. This exhibit will reach audiences where they are 
with a safe, provocative experience that will provide more than just information. It will connect current users of 
public lands to public lands in a deeper, more meaningful way. It will allow visitors to EXPERIENCE the 
importance of responsible use, exploration, and enjoyment of our Public Lands. 
This mobile exhibit will deliver SNAP messages by promoting awareness of the environment and 
encouraging responsible use, exploration, and enjoyment of our public lands.    The Mobile Exhibit will be the 
best tool that SNAP has to deliver overarching messages in ways that are both far‐reaching and targeted.    It will 
have the capability to effectively reach specific audiences (e.g., OHV enthusiasts or rock climbers) as well as 
more general audiences (e.g., youth groups, CCSD students, and family groups).   
The mobile exhibit will consist of a variety of museum‐quality exhibits and experiential multi‐media 
experiences.    The Mobile Exhibit planning team members bring their expertise from each SNAP agency.   
Exhibit planning has incorporated best practices from experiential design, museum research, and other studies 
about visitor experiences.    The goal is to create experiences that are appropriate to Clark County’s culture and 
environment, educate and entertain, and instill a sense of responsibility and pride for the future of Southern 
Nevada public lands.     
 
Need 
Members of the SNAP Education, Recreation, Wilderness, and Anti‐Litter teams asked that the Mobile 
Exhibit project address the immediate need for current recreators to learn about southern Nevada’s public lands 
and how to be responsible users of these public lands.    Not only should these users know where recreational 
opportunities are and some of the natural and cultural history of these places, but all users should have the 
knowledge, skills and motivation to reduce their impact on public lands when they visit them.     
According to the Las Vegas Perspective (2005), more than a quarter of Clark County residents have been 
here less than 5 years.    One of the consequences is that many people have not accepted the natural 
environment as part of their community.    As well, there are unique opportunities to deepen the emerging 
connection that many new users are just beginning to make with the public lands surrounding Las Vegas.     
Therefore, the underlying problem that needs to be addressed is to communicate that beyond the 
buildings, beyond the sidewalks, beyond the glamour and glitz of southern Nevada lies a part of this community 
that is often forgotten. Beyond the built environment lies the natural environment, which is so intimately 
connected to us that without the natural environment, each of our lives would be very different.      Yet few 
people really connect with this natural environment, or feel that these natural areas are sources for our quality 
of life. But our dependence on them is both out of necessity and intrinsic. These places support life.    As this 
community grows, we need to become more closely connected to the natural environment. It becomes 
increasingly important to get to know our neighbors. Decisions we make in the natural environment have lasting 
consequences. Decisions we make impact the future of these places. 
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Goals & Objectives of the Program 
MOBILE EXHIBIT GOAL 
To improve the level of responsibility that current users have for public lands.   
 
MOBILE EXHIBIT OBJECTIVES 
By the end of the exhibit experience, visitors will: 
 Be able to list ways that the built environment connects with the local natural environment. 
 Understand that a connection to the local natural environment is important to their quality of life. 
 Show an interest in the natural and cultural history by seeking out local resources. 
 Feel connected to public lands. 
 Recognize the variety of ways that community members connect with public lands. 
 Be able to identify an invasive species and its consequences. 
 Understand the aesthetic and health impacts of litter on public lands. 
 Be able to identify the purpose of designated trails. 
 Be able to list the consequences of recreating off‐trail. 
 Gain skills and knowledge for responsible recreation. 
 Make decisions that reduce impacts. 
 Learn ways in which they can get involved with local stewardship efforts. 
 
Messaging 
   
Overall SNAP Messages: 
 
Our public lands surrounding the Las Vegas valley hold inspiring natural and cultural treasures for us to enjoy 
today; create lasting memories for tomorrow; and take care of forever. 
   
   5
Thematic components  Key Messages 
Enjoy Today  Public Lands are yours to explore and enjoy 
Create Lasting Memories 
for Tomorrow 
Your Public Lands Bill of Rights (for Adults) – might include* 
‐ Camp under the stars 
‐ Watch the sun set over the mountains 
‐ Celebrate Nevada’s heritage 
‐ Walk through a slot canyon 
‐ Discover nature   
‐ Have a picnic you will remember 
‐ Play in the water 
‐ Catch and release a fish 
‐ Wonder at a petroglyph 
The Kids’ Public Lands Bill of Rights – might include* 
‐ Camp under the stars 
‐ Celebrate Nevada’s heritage 
‐ Discover nature   
‐ Watch a lizard do push‐ups 
‐ Follow a trail 
‐ Play in the dirt 
‐ Splash in the water 
‐ Have a picnic outdoors 
‐ Catch and release a fish 
*draft versions, not finalized 
Take Care of It!   Volunteer and make the land your own (Get Outdoors Nevada) 
 Stay on trails 
 Don’t trash the neighborhood (Don’t Trash Nevada) 
 Be careful with fires 
 Don’t introduce non‐native plants or animals ‐‐ Native nature 
only! 
 Know before you go 
 Help Wanted ‐ Wilderness Stewards: Working to ensure that 
the Wilderness we have today remains wild for future 
generations to enjoy tomorrow 
 Protect, Don’t Collect   
 www.snap.gov 
OHV and other trail users 
You have the power to enjoy and take care of our public lands by staying on designated trails.   
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WILDERNESS 
Wilderness:    Wild and wonderful opportunities are not far away – so enjoy, explore, and help 
take care of it.     
 
Mobile Exhibit Messages 
 
Thematic components  Key Messages for the Mobile Exhibit 
Enjoy Today    ‐‐ 
understanding Southern 
Nevada’s    natural & 
cultural environment 
 This community reaches into the natural environment…Get to 
know your neighbors 
 Nevada’s natural environment is a living, dynamic landscape 
that quality of life depends on 
Create Lasting Memories 
for Tomorrow ‐‐   
Fostering sense of place 
 Our places tell your stories   
 Our Mojave, Our home, Your choice 
 The Mojave is where your life is happening. Make it personal, 
make it home 
The impacts of our 
actions 
 (CALL TO ACTION) The Mojave is yours, don’t desert it – Take 
it personally, value this place for future generations.   
 Choose your story – the choices you make matter to all of us. 
 Healthy communities depend on healthy environments 
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PROJECT TEAM/RESOURCES 
 Allison Brody, UNLV PLI.    Project Initiator, per CESU Task Agreement J8R07070004, 
Project 1, Task 8   
 Amanda Rowland, SNAP.    An Environmental Education Specialist for SNAP, Amanda 
serves as the SNAP Education Liaison for this project.     
 Wendy Smith, FWS.    A Visual Information Specialist, with experience in planning and 
visual communication. 
 Tricia Mynster, USDA FS.    An Education Program Coordinator, with experience in 
planning.     
 Bob Loudon, USDA FS.    Attended the initial Mobile Exhibit planning meetings, and has 
been receiving all communications. 
 Kathy August, BLM.    Park Ranger, Education Coordinator.    One of the originators of 
the idea for a mobile exhibit. 
 Adriane Zacmanidis (private consultant).    Has expertise in museum, visitor experience, 
and exhibit planning, including mobile exhibits, and serves as the planning manager for 
this project.   
 Amy Page, UNLV PLI.    Has experience in museum exhibit planning and visitor 
experiences. 
 LaNelda Rolley, UNLV PLI.    A Marketing and Communications specialist, familiar with 
mobile exhibit project developed in New Mexico.     
 Wilisha Daniels, UNLV PLI.    Business and Outreach Manager, familiar with education 
outreach efforts in Southern Nevada.   
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IMPLEMENTATION TIMELINE 
 
Complete Task Name Duration 
Start/End 
Date 
Resources 
100% 
Initial  Concept 
Approval 
5 Hours 6/15/2007 Allison Brody; SNAP Executive Board  
100% 
Project Funding 
Allocation 
 12/18/2007 CESU Task Agreement J8R07070004 signed 
100% 
Initial Project Research 
Completed 
40 Hours 7/31/2009 Adriane Zacmanidis 
100% 
SNAP Wilderness &Rec 
Teams Input Meeting 
4 Hours 9/17/2008 Allison Brody, Wilisha Daniels, LaNelda Rolley 
100% 
SNAP Anti-litter Team 
Input Meeting 
4 Hours 9/24/2008 Allison Brody, Wilisha Daniels, LaNelda Rolley 
100% 
SNAP Education Team 
Input Meeting 
4 Hours 10/8/2008 Allison Brody, Wilisha Daniels, LaNelda Rolley 
100% 
Mobile Exhibit Planning 
Team Assembled 
2 Hours 10/3/2008 Allison Brody/Adriane Zacmanidis 
100% Planning Meeting 1 4.5 Hours 10/7/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% Planning Meeting 2  4 Hours 10/17/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% Planning Meeting 3 4.5 Hours 10/27/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% Planning Meeting 4 4 Hours 11/3/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% 
First Update 
Presentation for SNAP 
Board 
 11/9/2009 Allison Brody, Wilisha Daniels 
100% Planning Meeting 5 4.5 Hours 11/10/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% Planning Meeting 6 4 Hours 11/17/2008 
Kathy August, Allison Brody, LaNelda Rolley, 
Tricia Mynster, Amanda Rowland, Wendy 
Smith, Adriane Zacmanidis 
100% Planning Meeting 7 4 Hours 12/9/2008 Kathy August, Allison Brody, LaNelda Rolley, Tricia 
Mynster, Amanda Rowland, Wendy Smith, Adriane 
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Complete Task Name Duration 
Start/End 
Date 
Resources 
Zacmanidis
100% Planning Meeting 8 4.5 Hours 12/15/2009 
Amanda Rowland, Allison Brody, LaNelda Rolley, Tricia 
Mynster, Amy Page, Wendy Smith, Adriane Zacmanidis 
100% Planning Meeting 9 4.5 Hours 1/12/2009 Wilisha, LaNelda, Trish, Adriane, Amy, Amanda, Allison, Kathy 
 Planning Meeting 10 8 Hours 1/26/2009 Amanda Rowland, Allison Brody, Adriane Zacmanidis, Amy 
100% 
Second Update 
Presentation for SNAP 
Board 
 2/20/2009 Allison Brody, Amanda Rowland 
100% ME Planning Small Team  2/26/2009 Allison Brody, Amy Page, Adriane Zacmanidis 
100% ME Planning Small Team  2/27/2009 Allison Brody, Amy Page, Adriane Zacmanidis 
100% ME Planning Small Team 6 Hours 3/2/2009 Allison Brody, Amanda Rowland, Amy Page, Adriane Zacmanidis 
100% ME Planning Small Team 4 Hours 3/3/2009 Allison Brody, Amy Page, Adriane Zacmanidis 
100% 
ME Front-end Evaluation 
Development 
1 Month 
March 4 - 
April 5 2009 
Adriane Zacmanidis, Allison Brody 
100% 
ME Executive Planning 
Report Developed 
4 Months 
April 09 - 
July 09 
Adriane Zacmanidis, Allison Brody 
 
SNAP Executive 
Planning Report 
Presented to SNAP 
Executive Board 
4.5 Hours Sept. 09 Allison Brody, SNAP Executive Board 
 
ME Front-end Eval 
Implemented 
1 Month 7/09 - 9/09 Allison Brody, Tricia Mynster, Allyson Butler, Amy Page, Wilisha Daniels 
 
SNAP Team Executive 
Board Approval 
 By Nov. 09  
 
Purchase of Vehicle & 
Customization Build-out 
3 to 4 
Months 
Nov. 2009- 
March 2010 
Allison Brody 
 
Exhibit Design & 
Fabrication 
5 to 6 
Months 
Nov. 2009- 
May 2010 
Exhibit Design Firm, Allison Brody, Adriane 
Zacmanidis, SNAP Mobile Exhibit Team 
 
Staff & Volunteer 
Training 
1 Month Feb ‘10 SNAP Mobile Exhibit Team 
 Education/Interp 3 Months Feb–Mar ‘10 SNAP Mobile Exhibit Team 
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Complete Task Name Duration 
Start/End 
Date 
Resources 
Materials Developed 
 Exhibit Install 1 Month March ‘10 Allison Brody (I went long on time frame for this) 
 
Vehicle Wrap Design 
and Installation 
1 Month March ‘10 Allison Brody, PLI Marketing Team 
 
Marketing Materials 
Developed 
3 Months Feb–Mar ‘10 PLI  
 
Marketing Campaign 
Begins 
Ongoing Mar 10 PLI Marketing Team 
 Exhibit Launch  May ‘10  
 Summative Evaluations Ongoing March 2010 Allison Brody, SNAP Mobile Exhibit Team  
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IMPLEMENTATION PLAN   
A well‐planned and successful mobile exhibit program requires a strategic approach from the beginning through 
the program launch. There is no sense in throwing away good money on a well‐intentioned project that will 
never see the light of day. Nor is there any reason to waste valuable staff time working on a project that is not 
well‐planned, and therefore not set up for success. The following table enumerates the steps necessary to 
ensure that many of the most common mistakes in mobile exhibit planning are avoided altogether and that the 
steps needed to create a successful and sustainable program are in place from the inception. This tablereflects 
recommendations from experts in the field.   
 
PLANNING STEPS 
RECOMMENDATIONS FROM 
MOBILE EXHIBIT PLANNING 
EXPERTS 
IMPLEMENTATION 
PLANNING STATUS 
Planning Team: Who will be on the 
planning team? Who will act as 
Project Manager? Project Planner? 
Who will need to be brought in 
from outside the 
institution/agency?   
Choose people that will bring expertise to 
the project from all of the program’s 
partners as well as people who are able to 
bring an “outside” perspective, and if 
possible someone who has background in 
this type of outreach programming.   
Planning team members 
include staff from all SNAP 
agencies and PLI.   
Members have expertise in 
education, resource 
management, exhibit design 
and planning, marketing and 
communications (p. 7) 
Program Goals: What is the 
program for? What are its goals? 
What will it strive to achieve? 
Develop these at the very beginning of the 
planning sessions. Make sure they are 
clear and concise and reflect your reasons 
for wanting to create this type of a 
program.     
Planning team members 
met with SNAP Recreation, 
Wilderness, Anti‐Litter, 
Volunteer, and Education 
teams to determine exhibit 
goals and purpose (p. 8) 
Audience: Who is the target 
audience? Who are the major 
stakeholders? Who will this 
program serve? 
Think through all of the possibilities of 
who the audience will be. This will 
determine to a great extent the type and 
size of vehicle as well as exhibit design. 
Will it be school‐aged children, adults, 
specific ethnic groups, public events with 
mixed ages and groups?   
SNAP Teams emphasized 
the importance and critical 
need for reaching current 
users (p. 38)   
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PLANNING STEPS 
RECOMMENDATIONS FROM 
MOBILE EXHIBIT PLANNING 
EXPERTS 
IMPLEMENTATION 
PLANNING STATUS 
Programming and Education: What 
type of programming/educational 
components will be involved with 
this exhibit? Who will the 
programming/educational 
components be designed for? 
The planning, exhibit design and education 
teams should work together to create 
meaningful educational programming that 
is age appropriate and culturally sensitive.   
Education programming should provide 
the target audience an enhanced 
experience. If the target audience is 
schools, a professional 
development/teacher training piece 
should be included to ensure layered 
meaningfulness as well as to prevent 
logistics issues.   
Pending (p. 29) 
Program Costs, Sustainability, & 
Development: Do you have the 
money for the “start up” costs for 
this type of program? How will the 
program be funded? Become 
sustainable? How will it be funded? 
Who will handle development? 
There is significant cost involved with 
implementing a mobile exhibit program. 
Corporate sponsorships are an important 
way to fund this type of program.   
Sponsorships support the project and 
generate concrete benefits for the 
sponsors in the form of advertising 
opportunities and community exposure. 
Local companies can get involved with 
community development and quality of 
life issues.    Grants should also be sought 
after for additional support. It is never too 
soon to start developing these types of 
partnerships.   
See budget (p. 20) and 
Development Plan (p. 66) 
Program Evaluation: Who will 
handle evaluation of the program? 
Will you conduct formal evaluations 
starting with the planning stages 
throughout the life of the program?   
How will evaluation plans be 
carried out?   
Create an evaluation team from the start 
of program planning. Evaluations should 
include:    (1) a needs‐based evaluation at 
the start of program development; (2) a 
formative evaluation (include the exhibit 
design team) to ensure that exhibit 
development adheres to program goals 
and objectives; and (3) ongoing 
summative evaluations to ensure that the 
program is reaching its goals and 
objectives. 
Front‐end evaluation in 
progress (p. 68) 
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PLANNING STEPS 
RECOMMENDATIONS FROM 
MOBILE EXHIBIT PLANNING 
EXPERTS 
IMPLEMENTATION 
PLANNING STATUS 
Liability: Liability issues? How will 
the program be insured? How will 
staff and volunteers be insured? 
Agencies/institutions should prepare 
liability plans for issues that a mobile 
exhibit and it’s visitors might face as it 
travels to sites with both staff and 
volunteers.   
UNLV Insurance applies 
Vehicle Retirement Plan: This 
program has a finite vehicle and 
exhibit lifespan. What will be done 
with the vehicle once it is no longer 
safe for the road? What will be 
done with the on‐board exhibits?   
A retirement plan is necessary as a mobile 
exhibit is not easily disposed of when 
retirement becomes necessary. Consider 
what to do with the exhibits as well as 
with the vehicle itself.   
Either SNAP or NPS will 
oversee program following 
2011 (see SNAP Board 
Minutes, Feb. 2009) 
Vehicle Choice and Function: What 
type of vehicle do you want? How 
will your vehicle look and function? 
Where will you be driving it? On 
what types of terrain?   
Identify specific exhibit needs.    The 
audience – for example, adults vs. children 
– will to a large extent determine the size 
of the vehicle to consider. Also consider 
how the vehicle will look and function at 
an event. Questions to answer include: 
 Will it need to accommodate school 
class sizes of 30 or 40 students at 
one time?   
 Can the space around the vehicle be 
used for exhibits in addition to the 
interior exhibits space?   
 Where your vehicle will need to 
travel? Will it be hard terrain that 
would be better handled by a 
smaller Class C vehicle, or will it be 
smooth urban driving suitable for a 
Class A machine?   
 Will it be parked in smaller spaces 
requiring a short turn radius (should 
consider a Class C)? 
School classes are a 
secondary audience.    A 
small RV will suit the 
purposes of our audience as 
well as be optimal for ease 
of transportation and set‐up 
(see SNAP Board Minutes, 
Feb. 2009).    Exhibits will 
occupy space outside as 
well as inside the exhibit.   
(pp. 26‐33). 
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PLANNING STEPS 
RECOMMENDATIONS FROM 
MOBILE EXHIBIT PLANNING 
EXPERTS 
IMPLEMENTATION 
PLANNING STATUS 
Vehicle Purchase: Creating an 
“Ask”, finding a local authorized 
Winnebago RV Dealer, Purchasing 
the vehicle, registering and insuring 
your vehicle.   
Develop a relationship with an authorized 
RV dealer in the area before purchasing 
the vehicle, as this could save you 
thousands of dollars.    Work with the 
marketing team to develop an “ask” to 
present to the dealer, including 
appropriate ways that your program can 
promote the dealer.    Determine costs 
and procedures for    registering and 
insuring the vehicle.   
Pending (p. 63) 
Vehicle Customization: Who will 
customize your vehicle after 
purchase? How will it be 
customized? What will be added? 
What will be removed? 
Generators? Wiring? AC/Heat? ADA 
compliant wheelchair access? Extra 
doors/steps? Costs/Budget… 
It is recommended that this be done by 
the company that manufactured the RV.   
There are several advantages to this, 
including the fact that they have the 
knowledge and facilities to properly and 
safely handle such a project, and they will 
have authorized engineers to help plan the 
most appropriate vehicle design to fit 
identified needs and budget.    However, 
there might be a local group or partner 
that is certified to work on high‐profile 
vehicles in this manner.       
Initial contacts made with 
Winnebago (p. 26) 
Vehicle and Exhibit Storage: Where 
will the vehicle be stored? Will it be 
secure? Will it have cover from the 
sun/elements?   
 
Create a storage plan before purchasing 
the vehicle. These are very large, very 
expensive exhibit spaces on wheels. They 
will need to be housed in a shaded, safe, 
and secure area. Outfit the vehicle with an 
alarm system.   
NPS will develop storage 
plan (p. 56) 
Vehicle Maintenance: Who will 
handle vehicle upkeep and 
maintenance? Will a maintenance 
schedule be developed? 
Create a maintenance plan before 
purchasing the vehicle to ensure longevity 
of the program. Identify on‐site mechanics 
that know truck maintenance, or identify 
qualified mechanics in the area.   
NPS will develop and 
implement maintenance 
plan (p. 56) 
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PLANNING STEPS 
RECOMMENDATIONS FROM 
MOBILE EXHIBIT PLANNING 
EXPERTS 
IMPLEMENTATION 
PLANNING STATUS 
Exhibit Maintenance: Who will 
handle exhibit maintenance? Will 
the exhibit designer be close 
enough to fix and maintain 
exhibits? How often will the 
exhibits need to be updated? Who 
will schedule and handle staff‐level 
maintenance?   
Develop working relationship with the 
exhibit developer and fabricator, even if 
they are not local. Negotiate a grace 
period and contingency plan in case 
exhibit elements fail or need to be 
repaired or adjusted.     
PLI will develop operating 
procedures, which will 
include exhibit maintenance 
plan, schedule, and 
strategies (p. 53) 
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PLANNING STEPS  RECOMMENDATIONS FROM MOBILE EXHIBIT PLANNING 
EXPERTS 
Exhibit Design: Who will exhibits 
designed for? Who will design the 
exhibits? Who will manage this 
process? How do you choose a 
company? Working with Skype or 
Meeting software if the Exhibit 
company is out of the area? What is 
your exhibit budget? What types of 
exhibits are you interested in? 
Should a design charette be 
created?   
Exhibit design will ultimately depend on audience, budget, and types of 
interactives and hands‐on materials desired.    For example, exhibits 
targeting school students will require various layers of educational 
programming to compliment exhibits as well as the consideration of 
audience flow (large class sizes will flow through the exhibit differently 
than small family groups or individual visitors).    Outside exhibit areas 
will not be as appropriate for school audiences.    Adult audiences may 
not require as many on‐board high‐tech interactives but will still require 
“hands‐on” experiences to make connections.    Educational 
programming for adults will be very different than that designed for 
school groups, and the vehicle itself can be smaller with inside and 
outside activities and exhibit space being utilized.   
Exhibit design companies should be chosen based on their experience, 
their ability to respond to client needs, their costs, and their ability to 
bring in a project on time and on budget.   
If the design team is not local, conduct initial meetings online using Skype 
or In‐Meeting software to reduce costs.   
Decide how much involvement you will have in the exhibit design. Will 
you rely on the exhibit designers’ expertise?    Or will you expect them to 
work from plans and ideas created in‐house?      There are many ways to 
be involved with this process but clear communication and expectations 
are essential to ensure success.     
What types of exhibits will be needed? Will there be both indoor and 
outdoor exhibits? Consider issues of the elements in southern Nevada 
and work with the designers’ expertise to help guide decisions.   
Will high‐tech or low‐tech exhibits be needed for this program? High‐tech 
can have a big WOW factor but might not always be the best solution for 
this type of project. Consider issues associated with the exhibits’ use, 
maintenance, and image. Defer to the exhibit teams’ expertise when in 
doubt.     
A formal design charette is useful when many partners are involved.   
Conduct the charette for the planning and design teams before signing off 
on the plans.   
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PLANNING STEPS  RECOMMENDATIONS FROM MOBILE EXHIBIT PLANNING 
EXPERTS 
Exhibit Fabrication: Who will do 
the fabrication? Who will project 
manage the fabrication? How much 
will you be involved? What types of 
evaluations should be going on 
during this time?   
The exhibit fabrication represents the majority of the costs associated 
with an effective mobile exhibit. The fabrication can be handled by the 
exhibit design company, but more likely this function will be outsourced 
by them. If you are not familiar with exhibit fabrication it is often 
advantageous to pay the exhibit design team to handle the fabrication.   
Contact several exhibit design firms to determine appropriate costs.   
The Project Manager should carefully monitor the fabrication process.     
Implementation of the formative evaluation plan should provide 
important feedback during the fabrication process to ensure design 
elements work the way they are envisioned to.     
Exhibit Installation: Who does the 
install? How long should it take? 
How much involvement do I have in 
this process?   
The install will primarily be done by the exhibit design team and the 
fabricators. It is recommended that someone be onsite during the install 
to ensure that everything looks and functions the way it had been 
planned.   
Vehicle Wrap Design and Install: 
Who does the wrap? When does 
this happen? How will my wrap 
look/function? What should be on 
the wrap?   
The Planning Team should make recommendations based on issues of 
image, impact, and design when developing the wrap. The vehicle wrap 
can either be handled by the Exhibit Designers or in‐house. Decide which 
is the better option based on overall cost and quality.     
Staffing: How will the vehicle be 
staffed? Will you need an educator 
on‐board at all events? Will 
volunteer help be used?   
 
Determine who will coordinate and manage the program – this should be 
assigned to a single person. 
Ensure that properly trained staff and educators are on‐board.    Some 
events will require different levels of expertise – for example, a school‐
based visit versus the Red Rock Rendezvous.    Always utilize volunteers, 
which can include educators, specialists, enthusiasts, and the like.   
Training Program: Who will handle 
the training Program? Who will 
design the training program? Who 
will implement the training 
program?   
The training manual should be developed and implemented by the 
program manager/lead agency. The training should be provided to ALL 
staff and volunteers who will be working with the program. 
The training manual can be developed before the vehicle is finished but 
should be a work in progress because there will be need to be vehicle 
specific training including: Safety, driving, operating, setup, breakdown, 
and exhibit interaction.   
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PLANNING STEPS  RECOMMENDATIONS FROM MOBILE EXHIBIT PLANNING 
EXPERTS 
Program Marketing    &Launch: 
Timing‐what type of event will you 
launch with? A big public event? A 
school event? An event specially 
created to launch the Mobile 
Exhibit?, Marketing – How far in 
advance will you begin marketing 
your launch? To whom will you 
market the launch? How will you 
market the launch?, Development 
opportunities – how can you 
incorporate development 
opportunities into the vehicle 
launch?   
Marketing should start months before the vehicle is launched. This 
includes the development of marketing materials.    Depending on 
recommendations from the marketing team, this might include 
pamphlets, postcards, posters, television PSA’s, radio PSA’s, websites, 
Web2.0 presence, etc. – and education program materials and curricular 
guides.    A fundraiser/development event planned for the exhibit roll‐out 
is an effective way of introducing a new program to potential funders.   
   
   19
CONTACTS:  INFORMATION: 
Adriane Zacmanidis – Consultant  
Santa Fe, New Mexico 
Email: azac320@yahoo.com 
Phone: 505.908.7480 
Sonya Kobriger – Winnebago Industries 
Forest City, Iowa 
Email: skobriger@winnebagoind.com 
Phone: 800.492.9135 
Findlay RV Dealer – Winnebago Dealer 
Las Vegas, Nevada 
Email: mphillips@findlayrv1.com 
Phone: 702.435.2500 
Discount RV Repair 
Henderson, Nevada 
Phone: 702.565.3831 
John Good – Exhibit Q  
Las Vegas, Nevada 
Email: jgood@ExhibitQ.net 
Phone: 877.238.2846 
Jennifer Rae Atkins & Ted Slampyak – 
Storytellers Workshop Exhibit Design 
Bernalillo, New Mexico  
Email: jennifer@storytellersworkshop.com 
Phone: 505.341.1289 
OGB Architectural Millwork – Fabricators 
Albuquerque, New Mexico 
Phone: 505.998.0000 
Ideum Multimedia – Multimedia Design 
Corrales, New Mexico 
Email: info@ideum.com 
Phone: 505.792.1110 
Rebecca Hampden – American Museum of 
Natural History Mobile Museum Coordinator 
New York, New York 
Email: rhampden@amnh.org 
Phone: 212.496.3421 
Amanda Lujan – Van of Enchantment Program 
Coordinator 
Santa Fe, New Mexico 
Email: Amanda.Lujan123@state.nm.us 
Phone: 505.476.1164 
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PROJECT BUDGETS 
 
SNAP Mobile Exhibit Master Budget 
A partnership between USFS, NPS, BLM, USFWS, and PLI to bring Public Lands messaging to the people of 
southern Nevada   
 
Expenses  Total 
Budget  SNAP  PLI  NPS  FS  FWS  BLM  NOTES 
PLANNING 
Planning Consultants  $20,000    $20,000         
Includes 571 hours 
during planning and 
development stages 
PURCHASE AND SET‐UP 
Purchase/custom 
build‐out of RV  $100,000  $100,000           
Based on custom 
build of Winnebago 
2010 Access 29T or 
31C Class C RV; 
does not require 
additional license 
endorsements in NV
Exhibit design, 
fabrication and 
installation, including 
wrap design and 
installation 
$15,000 ‐
$47,000  $45,000           
Low range estimate 
based on 60 sq ft of 
exhibit space at $250 
per square foot; 
upper range based 
on estimate provided 
by Exhibit Q (a local 
company) 
iPod Classic 120GB  $249  $249            Based on Apple Corp. pricing 2009  
Sony Handycam 
Camcorder w/ 60 GB 
Drive 
$400  $400            Based on Best Buy pricing 2009 
2‐way radio and GPS        In‐
kind         
LCD Flat‐panel TV  $385  $385            Based on Best Buy pricing 2009 
MARKETING AND PROGRAM MATERIALS 
Website build‐out  $3,000    $3,000          Interactive website design, production, 
and maintenance 
Press Releases  $500    $500  
Information 
brochures  $1,000    $1,000          Design and printing 
Swag  $2,000  $2,000            Exhibit-themed take-aways 
Educational materials  $2,000  $2,000           
Materials used for 
education programs 
delivered by the 
Mobile Exhibit 
Handouts  $1,000  $1,000            Take-away educational handouts 
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Expenses  Total 
Budget  SNAP  PLI  NPS  FS  FWS  BLM  NOTES 
Supplies  $600    $600         
Misc. supplies 
needed for Mobile 
Exhibit educational 
programs 
TOTAL EXPENSES – 
PURCHASE AND 
SET‐UP   
$176,134  151,134  25,100           
OPERATING COSTS 
VEHICLE MAINTENANCE (per year) 
2 Oil changes and 
safety checks    $250      $250         
Tire rotation    $75    $75  
New Tires  $300      $300       
Depending on weight 
and usage 
purchased every 
other season. $600 
every 2 years = $300 
per year 
Fuel  $450  $450           
Based on 2000 miles 
w/an average of 12 
MPG @ $2.70/a 
gallon. July 2009 
Exhibit Maintenance  $2,500  $2,500   
REGISTRATION AND INSURANCE (per year) 
Registration  $1,748  $1,748           
Based on Nevada 
DMV Online Vehicle 
Yearly Registration 
Estimate for Clark 
County for 2009 
Insurance      In‐kind  
STAFFING (per year) 
Project Manager  $5,760    $5,760          40 planning / coordinating days 
Staff at events  $7,848  $1,800  $3,600 $576 $576 $864 $432  p/t staff @ $18/hr 
Staff Training  $432    $432          3 * 8 hour training days 
Volunteer Training  $432    $432          3 * 8 hour training days – 20 volunteers 
per day 
ADMINISTRATIVE EXPENSES 
Office supplies  $500    $500  
TOTAL ANNUAL 
OPERATING 
EXPENSES 
$20,295  $6,498  $10,724  $1,201  $576  $864  $432   
       
REVENUE 
SNPLMA Funds 
Allocated to Project  $150,000             
Grants  $100,000   
Corporate Sponsors  $5,000     
Special Events  $2,000              Mobile exhibit fundraiser once per 
year 
TOTAL REVENUE  257,000             
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VEHICLE & EXHIBITS 
 
Vehicle: 
The vehicle which the budget is based on is a customized 2010 Winnebago 31ft Class C RV that will be retrofitted 
with high quality low‐tech exhibits (with an option to add high‐tech multimedia exhibit technology in the future 
depending on need and funding), a custom wrap, and fabrication/installation. A retail price for the 2010 model 
of this vehicle (which is the only way they can be purchased and customized by Winnebago industries) is in the 
$75,000 range. The customizing, as proposed, will be in the $17,500 to $21,500 range. This would not include 
any allowance for custom exterior graphics or any provisions for custom wiring (such as additional outlets, 
Ethernet, etc.). 
This specific vehicle was chosen after extensive research based on budget considerations, safety, and ease of 
use by staff.    Winnebago Industries is the only company who creates custom‐build vehicles with this level of 
safety in mind. Each vehicle is outfitted with steel beam reinforced walls, as well as steal front end. The vehicle 
is the only one to have squared corners essential for exhibit and passenger safety in its class. The vehicle also 
has one of the better gas mileage ratings in its class.   
The following customizations are based on recommendations from Winnebago Industries engineering 
representatives: 
2010 Access Class C ‐ Model 31C Customized 
Remove: 
 Sofa Bed 
 Dinette 
 Kitchenette Sink 
 Shower 
 Stove 
 Refrigerator 
 Queen bed 
 Large water tank from under bed storage area 
 Counter top with shirt closet from bedroom area 
 Carpet from the back bedroom area 
 
Add: 
 Optional front entertainment center 
 Desk high cabinets rather than cabinet height along the wall where the sink and stove would sit 
 A second door on same side near the back of the vehicle 
 A 2 foot closet style storage area along back wall for general storage and to house smaller water tank 
and other mechanicals 
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 Replace carpeting in back bedroom area with vinyl flooring 
 Generator (should have this if it doesn't come with one) 
 Awning (it looks like it comes with one) 
 Optional rearview monitoring system (if this is the camera aided reversing system with reverse 
alarms) 
Winnebago Access 30C Specs & Design 
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Exhibits 
Exhibit Plan 
Thematic Title:      Expand horizons, experience community . . .    naturally 
What:    Your community reaches beyond the built environment 
Why:    what  you  do  outside  the  built  environment  has  an  impact  on  your  community:    emotional, 
biological, health, safety, economic 
Who:    Current Users of Public Lands 
 
MAJOR THEMATIC COMPONENTS: 
1. The Natural and Cultural environment 
Key Messages: 
 Your community reaches into the natural world:    get to know your neighbors   
o Your “neighbors” include other recreational users, cultures, animals, plants—someone out there 
is using the desert too   
 Nevada’s natural environment is a living, dynamic landscape that our quality of life depends upon 
Stories 
There's overlap between the built and natural environments ‐ a middle ground where we grow 
(which is inevitable) and live thoughtfully, that is, with careful thought to how our growth and daily and 
long term activities affect those already living there. 
As Clark County residents, we live in communities within the built environment.    But we also share this 
environment with the natural world around us – that is, our community does not end with the built 
environment.    In addition to the communities that we are familiar with, there are many benefits to 
knowing and understanding our neighbors who make up the natural communities. The members of the 
natural communities affect us in a variety of ways, and we affect them in a variety of ways ‐‐ we are 
connected to the natural world.     
 
For example, natural communities provide: 
 fresh water 
 flood control 
 air quality 
 nutrients and fresh air (from healthy soils) 
 food (plants and animals) 
 animals, which plants depend on.     
 
Water, plants, and animals all work together, and all need a healthy natural community to sustain it. 
Miners, Native Americans, ranchers, travelers on the Spanish Trail trade routes, and pioneer settlers 
developed community in this region as well.    These past communities are the living heritage and heart 
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of Clark County's community today.   
Design Ideas 
OUTSIDE (FRONT) OF EXHIBIT   
We start where people are comfortable:    their own home.     
Visitors approaching the mobile exhibit first see what looks like a comfortable, familiar living room 
(chair, lamp, coffee table – 3‐dimensional) surrounded by a compelling backdrop depicting beautiful 
natural scenes.    Natural history stories (highlighting plant‐animal interactions, water, soil, and human 
connections) can be found in the coffee table books, a calendar on the wall, brochures, and a digital 
photo slide show that looks like a TV.     
These displays will symbolically foster the realization that without the wall of our homes, we are in 
the Mojave.    Our communities are embedded in the Mojave.     
The backdrop panels (display panels) will include a large “picture window” which faces the trailer 
wrap, which depicts the natural world.    Backdrop panel scenery includes evidence of natural 
inhabitants, mining, Native Americans (where people live – everybody’s living room), and connections 
between these communities.         
Objects 
 Table 
 Rug 
 Lamp 
 Backdrop 
 Brochure 
 Photos 
 Monitor that looks like TV (maybe digital photo album) 
 Light-weight chair 
 Guest book 
 Potted plant (plastic) 
 Backdrop panels 
 Natural history stories highlighting connections between plants, animals, and humans 
 Picture with embroidered words:    “Home Sweet Home” 
 
MAJOR THEMATIC COMPONENTS: 
2. Sense of Place 
Key Messages: 
 Our places tell your stories 
o We all share these places. 
 Our Mojave, Our Home, Your Choice 
 The Mojave is where your life is happening:    Make it personal – make it home 
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Stories 
The natural communities that make up Clark County each are unique places that have their own stories to tell 
‐‐ and you are a part of that story.    These stories can become some of the most important memories of your 
life.    A sense of place can be fostered by experiencing these natural places, by creating lasting memories in 
these places, and by growing to love and care for these places. These places are where you return to again and 
again – in your memory, physically, in the photo albums you keep, and in the stories you tell. 
Design Ideas 
INSIDE THE EXHIBIT   
1. One – two monitors will feature video clips of structured interviews with diverse users about their personal 
experiences with these places. These interviews will capture all aspects of sense of place – repeat visits, 
strong memories, stories about caring for a place, etc.    As appropriate, still photos of the places being 
described will be interspersed with the video clips.    As well, oral histories (from various archives) will be 
included.    Some stories will be presented in different languages (with captions). LCD screens on either 
side of entry and exit spaces.   
2. A large interactive map of Clark Country public lands will be featured on one entire wall (lengthwise).   
Visitors will be able to push buttons on the map to bring up a screen and an interactive of that particular 
place telling its stories.    For example, a story about a slot canyon – what is it like to walk in a canyon 
where your shoulders brush both walls and the sky is high above? 
3. A large interactive mural of the natural world will take up the other wall.    Sound stations (3 or 4) and 
smell stations allow the mural to come to life.    Include specific examples of interactions among plants, 
animals, and humans.   
Objects 
 Sounds from U of Utah and Lake Mead 
 Mural   
 Video interviews 
 Oral histories 
 Photos 
 Features /stories of specific places   
 
 
 
3.    Impacts 
 The Mojave is yours . . . . don’t desert it! 
o Take it personally – Value the Mojave’s natural and cultural resources for future generations (= 
call to action) 
 Choose your story – your choices matter 
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o positive impacts – things you can do to make it better 
o get involved to make a difference 
 We’re all connected ‐‐ Healthy communities depend on healthy environments   
o Healthy communities benefit economically from healthy environments 
o Healthy communities are safe communities – how can you be safe when you go out   
 
Stories 
Many of us want to protect these places so that they remain a lasting part of our collective community and 
a legacy for future generations.    Yet, every time we visit and interact with these places, impact is 
inevitable.    Ecosystems are extremely fragile and sometimes even simple actions can have cascading 
effects – either positive or negative.    We all have a choice to learn and participate in ways that help, and 
to teach others.    Plan your next trip to have a positive impact, and join your community in caring for the 
land.       
Design Ideas 
THROUGHOUT THE EXHIBIT – BOTH OUTSIDE (FRONT LIVING ROOM), OUTSIDE (BACK AND/OR 
SIDE) AND INSIDE 
 
“What if . . .” scenarios will be embedded throughout the exhibit.    These scenarios ask visitors about 
impacts – visitors respond to the question by casting a physical “vote” into one of two cylinders (“YES” or 
“NO”).    Other visitors will be able to see what their peers think, and SNAP gets a visual check for 
understanding.     
 
These “impact stations” will be placed at the beginning, middle, and end of the exhibit so the level of 
understanding can be tracked.    Answers are embedded throughout all stations of the exhibit.    For 
example:    in the mural – what kind of impact do plastic bags have on the environment?    Select answer, 
then read about the impact.    OR a quiz:    asked the question, give answer, receive a chip, can get a prize 
for correct answers.     
 
Possible topics for Impact Scenarios: 
 Safety scenario 
 Scenario demonstrating relationship between healthy community and environment (e.g., Maller, 
C., Townsend, M., St.Leger, L., Henderson‐Wilson, C., Pryor, A., Prosser, L., and Moore, M. (2008). 
“The health benefits of contact with nature in a park context: A review of relevant literature” or 
Lovasi, G. S., Quinn, J. W., Neckerman, K. M., Perzanowski, M. S., & Rundle, A. (2008). “Children 
living in areas with more street trees have lower prevalence of asthma.”Journal of Epidemiology 
and Community Health, 62(7), 647‐649   
 Stewardship scenario – what a group of people did that made a difference 
 Several impact scenarios showing negative consequences – some of pretty benign actions, such 
as stepping off a trail to take a picture (destroy crust  more dust as well as fewer nutrients + 
less water available to plants  fewer plants  fewer animals) 
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OUTSIDE (BACK OR SIDE) OF EXHIBIT 
1. Kiosk or flip book and website that tells more about impacts and summarizes all the cylinders.    Final 
question, informational tables or panels, and the call to action area.    Make sure that this last area is 
powerful and repeats the message – the wow factor.    Write your next story:    How to plan your next 
adventure, join the next event, learn about recreational opportunity, all in ways that mitigate impacts. 
2. Synthesis activity:    mechanical interactive that demonstrates cascading, domino effect of an action – if 
you do this, this and this and this happen.    As well, a picture/mural/backdrop showing before and 
after – good and bad.     
 
Something about choices – I do this, but I don’t do this (e.g., do pick up litter but don’t pick up dog 
poop) then what happens?    Mechanical flip panels with choices – points associated with each choice – 
find out what your choices have resulted in.    Get rated as either Smoky or Sarah.     
 
3. How to plan ahead – tools and information you need.     
Objects 
 Wooden back‐drops with face cut‐outs for photo opportunity.     
 Impact stations 
 Synthesis mechanical interactive 
 Panels or kiosks providing information for planning ahead 
Panel or kiosk summarizing impact stations 
 
Exhibit Design, Fabrication, Installation Preliminary Bids 
Exhibit design, fabrication and installation can be quite costly and can easily get out of control without expertise 
and careful planning. Recommendations for exhibit design and fabrication can be found below. After much 
research the two companies found in this document were placed in the top. The companies were chosen for 
their high quality of work, their attention to detail and client needs, their ability to bring things in at or under 
budget, in on time, and professional recommendations.       
Final decisions regarding exhibit components and technology will be based on budgetary considerations of 
maintenance protocols.     
1. Exhibit Q = John Good, Exhibit Design & Development & Fabrication, Las Vegas NV   
a. Exhibit IQ’s services for the SNAP Mobile Exhibit Project could include: 
 Participating in future planning (brainstorming) meetings 
 Producing initial design schematics 
 Locating specialized fabricators for each exhibit component 
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 Locating engineers, A/V and technology specialists for interactive components 
 Soliciting bids and negotiating vendor contracts 
 Managing vendor relationships to ensure quality, budget and timeline control 
 Overseeing the installation of all components 
 Providing regular progress reports and opportunities to view work in progress 
 Ensuring that everything is properly installed and works as expected 
 Ensuring that all codes are met (fire, ADA, etc.) 
 Developing a maintenance protocol and service manual 
 Training operators in the use of all equipment and on regular maintenance 
 Participate in initial “test runs” in order to make necessary adjustments 
 Being available after delivery for on‐going technical consultation 
 
b. Options External ‐ Full Vehicle Graphic Wrap 
i. In order to draw people to the vehicle, we suggest wrapping the RV with bold images 
depicting the many uses of Southern Nevada’s public lands regions. Images, as selected 
by your team, could include boating/fishing, hiking, rock climbing, ATV trail riding, etc. 
We suggest the use of either existing photographs. These graphics will make a 
statement about responsible public land use wherever the mobile exhibit travels or is 
parked regardless of whether or not the interior exhibits are visited. Further the 
external areas could be designed to accommodate an information station, brochure 
racks, etc. 
 
 Graphic design services $1,000 ‐$2,500 
 Photography/illustration $2,500 ‐$3,500 
 UV Protected, weatherproof, durable vinyl‐wrap $5,500 ‐$6,000 
 Mobile information station & brochure racks $2,000 ‐$3,000 
 
c. Area One ‐ The Natural and Cultural Environment 
i. This area of the exhibit will demonstrate the connections between the cultural and the 
natural worlds of Southern Nevada. Per your initial design concepts, this area should 
include displays of familiar items and surroundings making the connection to similar 
elements found in nature (homes, food sources, places of work, etc.). Through familiar 
yet interesting exhibits, visitors will get a better sense of the natural world’s needs and 
how similar those needs are to those of humans (shelter, food, water, companionship, 
etc.). The purpose of this portion of the exhibit is to get visitors to think beyond their 
own needs and consider the needs of others, particularly the natural world we share. 
 Design services $2,500 ‐ $3,500 
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 Exhibit components, furniture & casework $4,500 ‐ $6,000 
 Graphic panels (design & production) $2,000 ‐ $4,000 
 Video/digital photo display(s) $1,500 ‐ $2,000 
 Video/still photo production services provided 
 
d. Area Two ‐ Sense of Place 
i. In order to make visitors to the mobile exhibit better aware of the public lands areas of 
Southern Nevada, an interactive device can be developed to guide visitors through the 
geographic terrain. We suggest the use of a gesture‐based multi‐user interactive “table” 
that allows visitors to interact with a map of the region. There are infinite possibilities 
for content inclusion in this type of display. The opening screen could feature a variety 
of maps of the area from topographical to satellite images. These maps can highlight 
established communities and surrounding public lands areas. By interacting with the 
table, much in the same way one interacts with an iPhone or other hand held smart 
device (through the use of finger gestures to move around the screen and access SNAP 
Mobile Exhibit Preliminary Proposal 4 content), this table can include illustrations, 
photographs, label copy, audio and even video excerpts.    This interactive device can 
become the “wow” factor of the SNAP Mobile Exhibit. It will appeal to all age ranges and 
will not require that the visitor be tech savvy in order to fully participate in the 
experience. Unlike a traditional computer interactive, this is very new technology that 
really gets visitors interested and excited about its use and content. By way of example, 
guests can gather around this interactive table. The first image may be a satellite image 
of the Southern Nevada Region (readily available through sources like Google Earth). 
They can zoom into their own neighborhood, check out their homes, “fly” down The 
Strip or other hotspots while the proximity to nearby public land areas is clearly shown – 
further strengthening the connection between cultural places and public lands spaces. 
They can then take virtual tours of the surrounding park areas. For instance they can 
zoom into Lake Mead and take a sped‐up tour of the banks or call out wildlife that 
resides there. Or a virtual trip to Red Rock could feature the rock climbing areas with 
engaging video from a climber’s perspective. A visit to Mt. Charleston could highlight 
the extensive network of trails and explain the terrain while another park visit could 
explore challenging ATV trails. Again, the possibilities for content in this type of device 
are limitless. In addition to what is initially programmed into the system, it will be 
designed to easily be updatable by SNAP Crew to always ensure that that the content is 
fresh and relevant. 
 Hardware $10,000 ‐ $14,500 
 Content development & rights $5,000 ‐ $9,500 
 Software development $3,000 ‐ $5,000 
e. Area Three ‐ Impacts 
i. This area of the exhibit will demonstrate the impacts of human use of public land areas. 
Creatively designed, impactful displays and interactives can effectively show what 
happens to natural environments when visitors go off trail, litter, destroy natural 
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habitats or introduce non‐native species. These exhibits must be designed to be 
extremely relevant to visitors in order to ensure that they take away the key message of 
conservation and environmental stewardship. Multiple layers of messaging can be 
employed to address areas ranging from harming animals and landscapes to health 
implications to the economic impact of not properly caring for regional public lands. In 
order to be effective, direct correlations to everyday life must be made. For instance, 
showing that Lake Mead is the primary source of drinking water for Southern Nevada 
and illustrating that polluting the Lake equates to polluting the water residents and 
SNAP Mobile Exhibit Preliminary Proposal 5 visitors need to survive. Or showing that 
damaging regional parks can affect the quality of life for Southern Nevadans as well as 
have an economic impact on the region (great parks and amenities equal increased 
home values and increased tourism). 
 Exhibit design $2,500 ‐ $3,000 
 Graphic panels (design & production) $2,000 ‐ $4,000 
 Displays & interactives $3,000 ‐ $5,000 
 Total Preliminary Estimate $47,000‐ $71,500 
 
f. This preliminary estimate is for general budget purposes. Based on our experience, we believe 
that a 31’ RV can be outfitted with initial innovative, high quality and state‐of the‐art exhibit 
experiences for between $47,000 and $71,500. The final budget will depend upon the final 
selection of displays and interactives, the finishes specified, whether or not original art will need 
to be commissioned or if stock art (photography, video, etc.) can be used. Further, because 
these exhibits will be used under extreme conditions (frequent travel, weather, sand and dirt, 
etc.) every consideration will be made to specify displays and equipment that can withstand the 
demands of a mobile exhibit. 
 
2. Storytellers Workshop Exhibit Design, OMG Fabrication, Ideum Interactives: Jennifer Rae Atkins – 
Bernalillo, Albuquerque, Corrales, New Mexico   
a. These numbers assume that we would design the van exhibits and that they would be fabricated 
and installed locally here in NM so we could supervise without traveling out of state. They also 
assume an approximately 6‐month timeline from concept design to installation. (A much shorter 
or much longer process would require more money.) 
 
b. Design, including the van wrap and interior 3‐D and graphic design: $12,000 (this estimate 
includes low‐tech interactives and a low‐tech interactive map that could have lights or 
mechanical interaction [such as elements you can open or slide or flip] but no multimedia.) The 
breakdown of the wrap costs: $8,000–$10,000 of the fabrication and install costs with design of 
the wrap accounting for about $1,500–$2,000 of the $12,000 design fee. 
 
c. Fabrication and installation: 48,000–$55,000 
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d. A more high‐tech exhibit would mean more money both in the design and in the installation at 
least $20,000 for design and programming, not including equipment, which could be another 
$20,000. To add multimedia components could add another $50,000 to the cost of the project. 
(If they were very, very simple multimedia components, and maybe only one of them, that 
number could be quite a bit lower.) 
 
e. Not included: travel expenses for meetings in Nevada, costs for moving the van. Any collateral 
graphic design (posters, teacher guides or curricula, brochures, etc.) would also require an extra 
fee, and so would multimedia design and programming. 
 
f. OGB Architectural Millwork: Fabricators, Albuquerque New Mexico 
 
g. Ideum: Interactive Design Studio – Corrales NM 
 
DRAFT MOBILE EXHIBIT EXAMPLE SCHEDULE (ANNUAL) 
The following list of possible events was chosen based on the following criteria: 
 Venue 
 Audience 
o High priority audiences include: 
a) Current users (family groups, scout groups, developed site users – many of these users 
are not being reached through traditional means such as visitor centers) 
b) Targeted recreationists (OHV, climbers, equestrian, mountain bikers) 
c) Hispanic community 
o Additional audiences include: 
d) K‐12 students, teachers, parents 
e) university 
 
Venue  Event  Audience  Attendance  Travel 
distance* 
January 
Red Rock 
Canyon loop 
drive 
n/a – park at trailhead  a  75  50   
CCSD  n/a – decide venue based on  d  250  30   
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recommendation of CPDD
Ash Meadows 
NWR 
Stewardship Saturday (Get 
Outdoors Nevada event)  a  50  230   
February 
CCSD  n/a – decide venue based on 
recommendation of CPDD  d  250  30 
UNLV  Career Day  e  150  5 
Clark County 
Parks &Rec 
Decide venue based on 
recommendations of Clark County  a  100  30 
March 
Spring 
Mountains 
State Park 
Red Rock Rendevous – climbing 
clinics, festival  b  1,000  60 
Moapa  Mint 400 – OHV race by Southern 
Nevada Off‐Road Enthusiasts  b  250 racers  120   
Desert NWR  n/a – create an “event” for CCSD or 
other targeted audience  a, d  100  55   
Laughlin 
Wings and Wildlife Festival – 
sponsored by Chamber of 
Commerce, NDOW   
a  150  180   
April 
County Fair 
grounds  Clark County Fair  a, other  7,000  90 
Summerlin 
Event Park  Earth Day  a  7,500  30   
NPS Visitor 
Center  Junior Ranger Day  a  300  55   
Sunset Park  Scout Expo – largest boy scout 
activity in Southern Nevada  a  1,500  15 
Moapa (BLM)  n/a – park at Logandale trail 
system  b  100  80   
May 
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TBD ‐‐ North 
Las Vegas  Cinco de Mayo ‐‐ Univision Radio  c  7,000  30   
OHV Dealer 
or trailhead 
n/a – decide venue based on 
developing relationships with 
dealers, groups 
b  25‐150  30   
Spring 
Mountains 
NRA   
n/a ‐‐ Memorial day (park at 
picnic area)  a  300  90   
June 
Cox Pavillion 
FeriaTelemundo – featuring 
services offered throughout Las 
Vegas valley 
c  2,500  0   
OHV Dealer 
or trailhead 
n/a – decide venue based on 
developing relationships with 
dealers, groups 
b  25‐150  30   
Spring 
Mountains 
NRA 
National Trails Day  a  150  90   
July 
Spring 
Mountains 
NRA 
n/a – campground    a  100  90   
Springs 
Preserve  CineVegas Under the Stars    a  50  20 
Clark County 
Parks &Rec 
Decide venue based on 
recommendations of CC  a    100  30 
August 
Lake Mead 
NPS 
National Marina Day – 
celebration of marinas as 
gateway to boating 
b  100  75   
OHV Dealer 
or trailhead 
n/a – decide venue based on 
developing relationships with 
dealers, groups 
b  100  30   
September 
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Freedom 
Park 
Fiestas Patrias (Mexican Patriotic 
Committee) – celebrating 
Mexican Independence Day 
c  7,000  30   
Mountain’s 
Edge   
Discovery Days community 
event; housing development at 
on urban/wild interface 
a  200  30 
TBD  Equestrian  b  50  50 
NPS Boulder 
Beach  Open Water Swim event  a  50  60 
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October 
TBD  Vive tu Vida – health fair  c    1,500  30   
Henderson 
Parks/Rec  National Trails Day a  500  45   
Sunrise 
Mountain 
(BLM) 
Take Pride in America – litter 
clean‐up, Get Outdoors NV 
event 
a  100  45 
Corn Creek 
NWR  National Wildlife Refuge Week  a  100  75 
November 
TBD  Set up event with Frontier 
Council girl scouts  a  150  25 
Henderson 
Multigen 
Center (NPS) 
Silverman Triathlon expo  a  750  20 
Red Rock 
Canyon loop 
drive 
n/a – park at trailhead  a  75  50   
December 
Spring 
Mountains 
NRA 
Lee Meadows – n/a (snow play)  a, c  200  90   
TBD  n/a – equestrian    b  50   
TOTALS  36 EVENTS    41,000  2000 miles 
*round trip from UNLV 
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SUMMARY 
Audiences  No. events    Venue  No. visits 
a. current users  23    NPS  4 
b. targeted recreationist  9    BLM  6 
c. Hispanic community  5    FS  4 
d. CCSD    3    FWS  3 
e. University  1    CCSD  2 
      UNLV  1 
      PARKS/REC  3 
      STATE PARK  1 
      OTHER  13 
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SUCCESSFUL MOBILE EXHIBIT PROGRAM EXAMPLES 
There are quite a few different types of successful mobile exhibits across the country. One element 
common to all is that they are built to educate communities where they live. Whether the subject be about art 
and culture, or about science and technology, or about health care and public safety they are out on the road 
going to the community rather than visa‐versa. The message is brought to the people in a number of innovative 
ways including interactive multi‐media exhibit design, experiential educational programming, and well trained 
knowledgeable staff and volunteer resources. These programs also strive to leave behind positive messaging and 
ways to get involved & stay involved. They act as conduits for further connections via community partnerships, 
stewardship opportunities, and web 2.0 networks. Outreach programs of this nature are successful because they 
not only bring the resources to the community but they also strive to involve and engage the community in the 
future.     
For our purposes we have selected three such mobile programs chosen because they have each stood 
the test of time yet are quite different from one another in their message, audience, community, and their 
mode of operations. Included is one example of a program which carries a fee for services, and two examples of 
programs that are free to the public based on funding from both state and private donors. All three programs 
are extremely successful and are in high demand and often carry a yearly booking wait‐list for the seasons in 
which they are operational. Each has stood the test of time and has maintained a level of success based on; 
budget, goals, audience, attendance, and each has been in operation for more than 10 years.   
What makes each of these programs successful is that they actually “serve” their communities based on 
community needs and interests. Each has done their research and conducted formal front‐end evaluations, 
casually talked with community members, as well as conducting needs‐based statistical data research to 
determine the best most effective way to carry exhibits, cultural resources, education, and messaging to the 
people of those communities which they serve. Community response in these areas have been very positive and 
in many cases are willing to create an even around the mobile exhibit’s arrival. “If you build it they will come” is 
not so simple but careful thoughtful planning, good solid research and evaluation, and community input and 
partnership are what make these programs such a success.   
The Museum of New Mexico’s Van of Enchantment is a free program designed to serve the people of a 
very large state in terms of landmass, which has a very low population, with lots of rural communities sprinkled 
throughout, many of whom will never visit to the museums of Santa Fe where most of the state’s cultural 
heritage is stored. The four Movable Museums of the American Museum of Natural History are free of charge 
and were created to serve the school aged children of the five boroughs of New York City because they are not 
always able to find the time or the funds to attend the museum on a field trip so in this sense the field trip 
comes to them. Finally, VanGo of the Susquehanna PA area brings art to the rural areas of Western PA and 
strives to foster an appreciation of arts and culture in folks who might never see an Art Museum. This program 
charges a fee for its services yet has been in operation for over ten years and is considered a successful program.   
Each of these programs is unique and each is successful because of the common factor that is to serve 
community needs while creating positive experiences. 
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Museum of New Mexico – Van of Enchantment: 
 
The program was started in 1997 as a Museum of New Mexico outreach program.     
 
Vehicle 
We chose a 38 ft Holiday Rambler Admiral. We purchased it as a shell with only track 
lighting, outlets, and Ethernet outlets.    We were unable to purchase a diesel engine 
because they are $20‐$30k more. We used Storytellers Workshop and OMG 
Fabrication for the exhibits. We felt this vehicle met all of our needs and was not too 
large for an “average” person to drive. RVs are easier to drive than 5th wheels and 
safer in NM wind. 
Add‐ons 
 Entrance and exit to accommodate traffic flow. 
 Wheelchair lift 
 Safety stairs because standard electric stairs can’t handle the traffic. 
Exhibits 
Choosing Exhibit Themes 
Based on PARTNER or 
  New Mexico Museum of History 
Based on FUNDER 
  Department of Transportation: current funding for three different exhibits 
over three years, about transportation   
1. Trails and Tales (Ancient Puebloan Trails, El Camino Real, Old Spanish 
Trail) 
2. Riding the Rails (Railroads, Santa Fe Trail) 
3. Route 66 (Route 66 in New Mexico) 
Staffing 
The VOE is run by a primary full‐time coordinator who is able to draw upon a large 
pool of support staff drawn from within the Dept. of Cultural Affairs as well as other 
state employees including curators, exhibit staff, marketing staff, educators, a 
statewide volunteer pool.   
Staffing 
 1 FTE manager 
 1 FTE lead teacher 
 .5 FTE teacher 
 3 contract staff 
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Important Staff Qualities 
 Willing to spend significant time on the road. 
 Very flexible 
 Willing to drive 38 foot RV 
 Experience with kids 
 Education background 
 Able to learn a variety of content areas 
 Be prepared for staff turn‐over. 
Audience 
Rural communities of New Mexico, the target are those who cannot or rarely ever will 
make it to visit the museums of Santa Fe. The VOE does not leave the state, unless it is 
a special occasion, and will only do a program or two in Santa Fe, Albuquerque, or Las 
Cruces each year because these towns are not considered high “needs” areas as they 
are considered the state’s cultural corridor areas. The VOE is asked to visit each county 
at least once during a year based on the states system of budgeting.   
Who is our audience? 
 School Program 
 Serving primarily elementary and middle schools 
 Library Program 
 Summer library programs 
 Afterschool programs 
 Festivals and Special Events 
Events/Attendance 
The Van attends 30 – 40 events a year with the majority of travel occurring in the 
spring, summer, and fall months.   
Van of Enchantment Stats 
 Travels a minimum of 6,000 miles per year 
 Serves 25,000 people per year 
 New Mexico is big! 121,355.53 square miles 
 New Mexicans are spread out!    15 people per square mile 
Time From legislative session to delivery date 15 months. RVs can be purchased and built to 
specifications in less time depending on your company. 
Costs Involved 
Start‐Up Cost for Van = $267,000 
 Customized RV  $180,000 
Exhibit Costs     
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 Content development  $15,000 
 Exhibit design    $15,000 
 Fabrication/Install  $45,000 
 Vehicle wrap    $12,000 
 
Other Costs 
 Staff 
 Vehicle Maintenance ~$10,000 per year on new vehicle; more for one over 
5 years old 
 Travel/per diem $15,000‐$20,000 per year 
 Gas—our Van gets 8 miles per gallon! 
 New exhibit $75,000 
 Visits are free and supported by state and corporate sponsorships. 
Partnership & 
Sponsorships 
New Mexico Department of Cultural Affairs, New Mexico Department of 
Transportation, New Mexico History Museum, Museum of New Mexico Foundation. 
 
Funding 
Over the course of 12 years the Van of Enchantment has been funded by: 
IMLS 
 State of New Mexico 
 NM Museum Foundation 
 Private Foundations 
 NM Department of Transportation, federal enhancement funds 
Evaluation No Formal Evaluation at this time… 
Contact http://www.vanofenchantment.org/ 
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American Museum of Natural History: Movable Museum 
 
This is literally the flagship of Mobile Exhibit programs in the country today. They have one of the oldest 
programs, one of the largest programs, and one of the most successful programs in the country. Most other 
institutions nationwide have used this program as a model for their outreach programs.   
The Moveable Museum is a free program that provides educational outreach to schools, libraries, camps, and 
community centers in the New York City area. The Moveable Museum's outreach program consists of four state‐
of‐the‐art, walk‐in exhibition spaces; these Moveable Museums are housed in converted recreational vehicles. 
The program's goal is to bring unique learning experiences from the American Museum of Natural History into 
the communities of the five boroughs. 
This program has built a strong reputation in the community and is booked solid throughout the year well in 
advance. There is also a long waiting list for the program which allows for the museum to create mandatory 
teacher training and professional development as well as to ensure proper parking has been marked and 
secured for each vehicle upon its arrival for an event. Which ends up saving so much time which can so easily be 
eaten up by logistics and allows for a smooth, safe, enjoyable program, which in turn keeps the them coming 
back for more.       
Five New York City area partners started the program in 1993 with one vehicle. Those partners included various 
city and county governments, the museum, and the NYC public schools.Since its inception, the Moveable 
Museum Program has provided focused museum experiences to over 700 schools in the five boroughs of New 
York City. The Moveable Museum is available for NYC school programs during the school year.   
Provided with the experience:   
 A pre‐visit educator's workshop for all participating teachers 
 An Educator's Curriculum Resource Guide with pre‐ and post‐visit activities for all participating teachers 
 An introductory classroom lesson taught by Museum educators for up to 4 classes in the school 
 Hands‐on learning experiences onboard the Moveable Museum 
 Structured "field journals" for students to record their findings 
 A complimentary family voucher for free admission to the Museum for each student who visits the 
Moveable Museum 
 
 
Vehicle  Four Vehicles: Customized 37’ Winnebago Class A RV 
o Each with their own generator onboard 
o Each with both heat and air‐conditioning units to handle the varied 
climate of NYC 
o Each specially wired to handle the exhibit technology onboard 
o Got vehicle on Long Island from partner who offered them a very good 
deal at $98,000 rather than the $170,000 sticker price. NOTE: Make an 
ask in the greater Las Vegas area including CA, and UT of necessary.   
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Exhibits Four vehicles each carrying one exhibit from the following list: 
 Anthropology,   
 Astronomy, 
   Paleontology, 
   Structures & Culture. 
 The exhibits were done offsite in New Jersey by an exhibit company 
skilled at creating mobile exhibits. 
 Exhibits are “hands‐on” and unless it is in a glass case you can touch 
everything onboard! There are interactives and multimedia but most beloved 
by the audience are the objects which they can touch and play with even more 
so than the computer interactives.   
o The archeology exhibit is the heaviest in terms of objects and is often 
the most requested exhibit 
 Most of the vehicles have videos running overhead in the background on loop 
explaining the processes of the objects or exhibits on board. 
 Cheap exhibit was $30,000 to design and develop and close to $600,000(this is 
astronomical and based on east cost pricing and union labor) for fabrication 
and installation. 
 Exhibit maintenance is handled by Mobile Museum team and when needed 
taken to New Jersey for repairs/updates. 
 
Staffing  1 program manager 
 2 FTE per vehicle 
 Volunteers 
 Other museum staff as needed 
 Always has an educator on‐board. 
 They do require that each staffer who drives the vehicle get extra driver 
training and certified to drive a bus which cuts down on insurance costs etc.   
 
Audience  NYC school children, grades 3‐12. 
 Private sponsored events (mainly for the vehicle sponsors) 
 Public parks     
 Camps during the summer months.   
 
Events/Attendance  Travels during the school year, has some weekend events and some summer 
camp events. 
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 150 events/school visits per season 
 15 students on average can be on‐board at any given time for public events it 
is less 
Costs  Visits are free and supported by state and corporate sponsorships. 
 The program started with one vehicle and a million dollars to run the 
program for 3 years due to solid planning and program management that 
money was stretched out for 7 years.  
 Maintenance Costs 
o Seasonal 
o Generators need regular maintenance 
o Exhibits also need upkeep and regular seasonal maintenance 
 Some of which can be done in‐house by mobile exhibit staff 
 Some needs to be done by an exhibit designer or fabricator 
Partnership & 
Sponsorships 
The City of New York, the New York City Department of Cultural Affairs, and the New 
York City Council. Additional support for the Moveable Museum program is provided 
by National Grid., Charles Hayden Foundation, The Barker Welfare Foundation, Citi 
Foundation, and Bloomberg. 
 Started with specific funders who have for the most part stuck with the project 
over the years as it is VERY good publicity for them. 
 Each Vehicle has it’s own corporate sponsor… 
o At this time there are two vehicles without sponsors so they have to 
move money around from the other two funded vehicles to keep them 
all working while they secure funding for those vehicles. 
o Original Sponsorship Partnership provided a $1 Million to keep 
program going for 3 years but that money was stretched out for 7 
years of operations by which time other sponsors had been secured. 
o The Mobile Exhibit serves as marketing for the sponsoring company, 
and for the institution while the exhibits and programming layers 
serve as education for the people the program serves. 
Evaluation No formal program evaluation at this time 
Contact http://www.amnh.org/education/school_groups/program.php?id=33 
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Susquehanna Art Museum: VanGo 
 
The Susquehanna Art Museum (SAM), founded in 1989 and based in Harrisburg, developed the VanGo! museum 
on wheels in 1992. The mission of the VanGo! program is to provide exposure to original works of art to people 
who otherwise lack such opportunities. At the heart of this project is a belief that an art educational experience 
of quality should expose viewers to the primary source, rather than reproductions. 
VanGo! exhibitions follow the school year, running from September through July. Each year the exhibit on the 
bus changes, each one bringing original works of art to schools, community festivals, business, and retirement 
centers. The works of art are chosen from leading artists who have exhibited in galleries and museums 
throughout the world. Each artist includes with his or her piece a short biography and resume of their past 
exhibitions, which is available on the bus in gallery notes. VanGo! exhibitions are designed to reach a broad 
range of people and stimulate ideas across the classroom curriculum. 
Interior The program's main areas of focus for advertisement and travel are roughly ten counties surrounding 
the Harrisburg area. However, it has traveled as far as Pittsburgh, Scranton, Philadelphia, and many places in 
between. VanGo! reaches citizens in areas where a quality art museum may be hours away. Host sites are 
charged a fee for visits; this fee varies according to location. Due to economic conditions prevalent in many 
areas of our state, some institutions are unable to provide the required fees. In these cases SAM suggests 
patrons, area businesses and organizations that might be interested in sponsoring VanGo! Among various 
partners have been and are the Pennsylvania Council on the Arts (PCA), The Children's Home Foundation, 
Hershey Foods, and Tyco Corporation. 
Educational components of the VanGo! program includes an informative all‐ school assembly and an 
interdisciplinary teacher's manual that includes quickstep art activities and museum etiquette worksheets.   
 
Vehicle Retrofitted bus 
Exhibits Changing Art‐based exhibits from artists around the world 
Staffing Museum Outreach Director 
Audience Rural communities/schools 
Events/Attendance Runs during the school year (additional information pending) 
Costs One day visit‐ base cost: $550(up to 8 hours) within a 35‐mile radius of SAM, Second 
day visit‐ base cost: $495, Travel charge ‐ $2.00 per mile added to all visits. 
Partnership & 
Sponsorships 
Underwriting support for the 2008‐09 VanGo! Museum on Wheels exhibit generously 
provided by: Susquehanna Bank, ChekMed Systems,    Mobile Rec, Capital BlueCross,   
The Hall Foundation, PPL,    Harrisburg University,    Penn National Insurance, Marion 
C. Alexander Fund, Citizens Bank 
Contact http://www.sqart.org/vango/index.htm 
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MOBILE EXHIBIT OPERATING PLAN 
This section will look to the operations of such a program and will include information on staffing, maintenance 
and storage, and a sample mobile exhibit program training protocol needed to successfully run the mobile 
exhibit program.   
PLI will manage this project.    The operation plan will include the creation of a standard operations manual by 
May 2011.    This manual will include protocols for scheduling the vehicle, vehicle maintenance, scheduling and 
training staff and volunteers.    PLI will be responsible for scheduling the vehicle; training and scheduling staff; 
recruiting volunteers; and exhibit maintenance through 2011.    Following a transition period, SNAP or NPS will 
assume these responsibilities in fall 2011. 
Mobile Exhibit Staffing 
The mobile exhibit will be staffed by at least one agency staff member while at public land sites, and/or by PLI 
while at other sites (costs covered within current PLI & agency Education work plans).    In addition to these staff 
members, the following will be utilized: 
1. Additional SNAP education team members (costs covered within current SNAP Conservation Education 
work plans) 
2. Volunteers (recruited through Get Outdoors Nevada and other venues); 
3. Americorps (recruited and managed through PLI) 
 
Staff costs 
Percent of salaried time to be devoted to ME program by key full‐time staff: 
1. BLM – 48 hours (2.3%) 
2. NPS – 32 hours (1.5%) 
3. USFS – 32 hours (1.5%) 
4. FWS – 24 hours (1%) 
5. SNAP – 100 hours (5%) 
6. PLI – 200 hours (10%) 
 
Percent of salaried time to be devoted to ME program by part‐time staff (e.g., SNAP seasonal hires, PLI part‐time 
hires): 
1. SNAP:    200 hours   
2. PLI – 100 hours 
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Mobile Exhibit Position Descriptions 
 
Volunteer Position Description 
Job Description:    Greet visitors participating in the SNAP Mobile Exhibit and facilitate a successful visitor 
experience.    Provide information about the natural and cultural history of Clark County public lands, 
recreational opportunities, and general information.    Provide stewardship messages.         
 
Duties:    Become familiar with the natural, cultural, and recreational resources of the area in order to provide 
visitors with descriptions and information about the trails, recreational opportunities, scenic drives, geology, 
plants, and animals.    Become familiar with exhibit goals, objectives, and outcomes.    Utilize effective 
facilitation skills to ensure successful visitor experiences.    Distribute literature to visitors.    Restock brochures 
and other exhibit amenities.    Clean exhibit elements and check multimedia components.       
 
Training:    Mobile Exhibit Orientation, Facilitation Skills, Policies and Procedures. 
 
Time Commitment:    8 hours per month 
 
Americorps Position Description 
Job Description:    Assist with exhibit set‐up.    Greet visitors participating in the SNAP Mobile Exhibit and 
facilitate a successful visitor experience.    Provide information about the natural and cultural history of Clark 
County public lands, recreational opportunities, and general information.    Provide stewardship messages.         
 
Duties:    Become familiar with the natural, cultural, and recreational resources of the area in order to provide 
visitors with descriptions and information about the trails, recreational opportunities, scenic drives, geology, 
plants, and animals.    Become familiar with exhibit goals, objectives, and outcomes.    Utilize effective 
facilitation skills to ensure successful visitor experiences.    Distribute literature to visitors. Use trail photo books 
to enhance information provided to visitors.    Assist with exhibit evaluation.    Restock brochures and other 
exhibit amenities.    Clean exhibit elements and check multimedia components.       
 
Training:    Mobile Exhibit Orientation, Facilitation Skills, Evaluation, Policies and Procedures. 
 
Agency/SNAP Staff Duty Description 
Description:    Relocate the SNAP Mobile Exhibit to a variety of locations throughout Clark County; set‐up and 
take‐down exhibit; supervise and manage volunteers; facilitate successful visitor experiences.    Provide 
information about the natural and cultural history of Clark County public lands, recreational opportunities, and 
general information.    Provide stewardship messages.         
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Duties:    Have ability to drive the SNAP Mobile Exhibit to a variety of locations throughout Clark County and set‐
up and take‐down exhibit components.    Have knowledge about the natural, cultural, and recreational 
resources of the area in order to provide visitors with descriptions and information about the trails, recreational 
opportunities, scenic drives, geology, plants, and animals.    Understand exhibit goals, objectives, and outcomes 
and ensure that facilitators are working toward these outcomes.    Provide feedback and coaching to exhibit 
volunteers. Utilize effective facilitation skills to ensure successful visitor experiences.    Conduct exhibit 
evaluation according to established protocols.    Ensure the presence of exhibit brochures and other exhibit 
amenities.    Ensure exhibit elements are clean and in working order.           
 
Training:    Mobile Exhibit Orientation, Facilitation Skills, Evaluation, Policies and Procedures. 
   
   52
Mobile Exhibit Storage & Maintenance Plan 
The mobile exhibit will be housed at the NPS warehouse yard. The responsibility of the ME maintenance will fall 
to (ME staff specifics??? Please fill in...) 
 The M.E. will be housed under covered parking.   
 It will not sit unchecked for more than a week at a time. Inspections will be handled by…please fill in 
here 
 It will be inspected by ME staff when not in use to make sure that no rodents or other pests have 
created homes within its engine or body.   
 It will always have its blinds closed when it is stored including its front window blinds.   
 Hydraulics and systems will be checked by a trained ME staffer before leaving NPS grounds for any type 
of event. 
 All technology that is removable will be offloaded after every event and stored in a safe secure place.   
 Safety checks will be regularly scheduled.   
 Oil changes will be scheduled as required by the vehicle hand book. 
 Tires will be changed at the appropriate times based on wear and tread.   
 Overall chassis check will be performed at the start of each season. 
 Security plans for the vehicle in general will be given thoughtful consideration. 
   General exhibit maintenance will be the responsibility of the ME staff and will be routinely looked 
after.   
 
   
   53
Mobile Exhibit Sample Training Protocol 
This is a sample protocol and could be used for training both staff and volunteers.   
Mobile Exhibit Training & Operation Protocol 
The Mobile Exhibit is an integral tool in the SNAP teams’ educational outreach mission. It is a vehicle that can 
bring educational programs and messaging based on the many resources of the Southern Nevada Agency 
Partnership to a wide range of communities and events around Southern Nevada. This document will serve as a 
guide to the programming, operation, and maintenance of this program.   
The Mission of the Southern Nevada Agency Partnership is to work with each other, our communities, and our 
partners to conserve and enhance the Federal Lands of Southern Nevada for current and future generations. 
The elements that go into setting up and implementing a Mobile Exhibit Program are many, but if you follow this 
“to do” list you should have a safe and fun experience. This guide has been designed to help ease the facilitation 
of the ME program, but there is always room for improvisation. Remember do not be afraid to take charge, 
especially when you are out on the road…and always remember SAFETY first! If something feels wrong don’t be 
afraid to take the initiative to make adjustments and/or call for assistance. Always use your best judgment and 
you can’t go wrong. Oh and don’t forget the most important key…have FUN! 
 
Coordinating the Mobile Exhibit with the Community 
Connect with your contact in the community. Always make sure to get a name, number, email, event, time, and 
place.   
Check your calendar and make sure no other events are scheduled for that day. Often times you will have more 
than one request for a certain day. 
It is up to you to decide which event you should schedule. This could be a matter of matching the current 
programming of the mobile exhibit to the event that best meets matches needs. 
It might be a matter of first‐come, first‐served if the match is too close to call. 
Tell them what type of programs you are offering including those educational programs that best suit the event. 
Make sure you get all contact information: Names, numbers, addresses, etc. Make sure you use the scheduling 
for to file it as you might need this later as this may become a reoccurring program. 
Partners for the Event: Once you have your contact you will need to figure out who will accompany you on your 
trip. The M.E. can accommodate 1 extra passenger legally so keep in mind that you may need others to drive 
separately. You do have options at this point depending on the type of event you scheduled. 
Determine which ME staff is best suited to attend various events. 
The ME should always carry at least one educator and for specific events it may make sense to bring other types 
of specialists as support staff including agency staff, trained educators, and volunteers. 
Try to create a large enough staff and volunteer pool so as to suite many different types of events.   
Always make sure to confirm with trip partners to ensure that everyone’s schedule works before confirming the 
event. 
Get the materials needed for the event in order at least a weeks ahead of time…depending on the type of 
program being delivered; make sure that the M.E. is outfitted with the proper hands on materials, handouts, 
pamphlets, activities, etc. 
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If collection pieces or “hands on” materials are needed outside of the ME exhibits, figure out which agency 
partner you will need to solicit. Make sure you give staff enough time to provide you with the materials you 
need.     
Coordinating: This means you need to check off the following: 
Secondly you will need to figure out the Per Diem for you and your guests on the trip. In the past this has been 
done by figuring $__ a day per person that should cover lunch for ME and support staff. Follow agency policy to 
report out per diem. 
Contact your venue: Call the venue and confirm the following at least a week in advance: 
Parking: Find out where the ME will be parked, it is a 30‐foot vehicle and needs to be accommodated. Meaning, 
parked on level flat ground, if at a school or other building the passenger side doors will need to be facing the 
curb for safety, etc.   
If electricity is needed make sure to ask for accommodations, (know how long your electrical cord is and make 
sure you let the event staff know your limitations) otherwise the generator will be needed and it’s always easier 
to use direct power sources.   
Make sure that you have a level place to park. You can not lower the “feet” hydraulic jacks in order to extend 
your side‐out if the ground is not relatively level. 
Contacts: If you are going to a school it is imperative that you have a contact person usually maintenance who 
can meet you and help get you situated as you will most likely be there at least an hour or two before the school 
actually opens. It will usually takes at least an hour to physically set up the program and you might be getting 
there before teachers have arrived. The last thing you want is to arrive at a locked gate or building because this 
will throw off your whole program schedule. If it’s a Public Event then know who you will meet upon arrival. 
 
 
Day of departure, make sure you have the following in order: 
CHECK THE WEATHER REPORTS. This is a high‐profile vehicle and weather will determine whether or not a trip 
will happen. Even if months were spent putting a program together do NOT risk anyone’s life! You can always 
postpone or cancel a trip if absolutely needed. Remember…the desert ALWAYS wins!!!   
Make sure there is always an Emergency numbers list on board the ME, i.e. staff member’s home/cell numbers 
who can provide the help you might need from the road. Also, numbers like local mechanics who can work on 
this type of vehicle are also very handy. Always be prepared.   
Contact NPS security and make sure you have the codes needed upon departure and return. Also, you may alert 
them to the fact that you will be leaving your vehicle in one of the NPS lots. 
A list of all of the things you will need for the trip…i.e. cell phones, GPS, iPods , computer equipment, video 
equipment, cameras, materials, clothes (always check the weather and layer), food/snacks, any other materials 
that you might think you’ll need. 
Gas card, and AAA card(or other insurance card). 
Make sure to do a quick safety check before leaving NPS to ensure that the ME has gas and the trans/brake/oil 
fluids look good, all six tires are in good order as well as the spare. Make sure that the awning is secured and 
locked down before departure. 
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You’ve alerted your office staff of your departure, and given them your contact numbers so that they can reach 
you.   
Have a meeting time set for all those going with you. Know where everyone will leave their cars for the trip, 
make sure all extra vehicles are booked with the proper agencies and that everyone knows where an when to 
meet. 
Have all maps and directions the day before the trip and know them. If there is not an extra “navigator” on 
board it can be very dangerous to try and drive a vehicle of this size while looking at maps/directions. Make sure 
to always think safety first! 
Climb aboard and put on a happy face! You’re on the road! 
 
Your Return & Follow‐up: Upon returning to NPS…give yourself a pat on the back you just completed a 
successful program and ensured that all folks and materials arrived safely home with you! Great Job! Although 
the web 2.0 sites set up for the ME provides an area for the public at large to follow up it is always good 
business to do a bit of follow‐up yourself. What takes you a few minutes can lead to a long and happy 
collaboration for your program and the rest of the community involved. 
If you have borrowed collections materials upon your return depending on the time of your return you will need 
to have a contact person at that unit so that you can unload the materials into their care. 
If for some reason no one is available to meet you then you need to make arrangements before hand for some 
authorized person to meet you as you should NEVER offer to be responsible for collections materials. 
If the materials borrowed are educational materials then you should know where their secure storage place is 
and make sure someone meets you there or that you have access to that place. If worst comes to worst you may 
need to leave them in some other authorized secure area. 
Outside of certain technology it would not hurt to leave ME collections on the ME overnight. Again always use 
your best judgment. 
Make sure that the alarm is set and that everything is turned OFF especially the radio/CD player and that the 
emergency brake is set. 
Make sure as always that the doors are locked and secured. 
Make sure you know what time the event will end and how all staff and volunteers will get back to their cars etc. 
If help will be needed unloading the ME at the end of an event make sure you let people know and have enough 
people confirmed to help before they leave the site/event and you are stuck trying to do it all! People are more 
than happy to help just make sure they know the details.   
Once back in the office the first thing to do is fill out your Mobile Exhibit Report form. Make sure you include all 
information especially attendance numbers which you will often need to turn back into the event planners as 
well as your own office reports. 
Next, it is always nice to call the events coordinator to say thank you and if it was a really great trip you may 
want to remind them to call you for their next event. 
If there were any great high points of the event you might want to enter those into the database for future use.   
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Parking, and Mechanics     
Below you will find most helpful information regarding the actual mechanics of the ME. Often times the hardest 
thing about this job is to drive the ME itself. Don’t worry it just takes some getting used to and before you know 
it you’ll be driving the RV highway with the best of them. Just remember that safety is everything.       
1. Deploying Jacks to stabilize Van: (This is standard procedure for jack deployment but will vary 
from vehicle to vehicle) 
 When you park select fairly level ground where the stairs for the door will rest. 
 Put ME in Park and set Emergency Brake 
 Turn ignition key backwards to the accessory position. 
 On the floor to the drivers left is a small black box with three levers. Push the ON button to 
activate the box. Several lights should come on. 
 Move the two smaller outside levers away from the middle as far as they will go. This closes the 
hydraulics valves so the jacks can go down. 
 The middle lever is for deploying the jacks. Push the lever forward to deploy the front jacks; two 
red lights should come on as the jacks come down. Continue to hold the lever forward until you 
feel the jacks hit the ground and beginning to raise the ME. 
 Now pull the middle lever back, this deploys the rear jacks.    Two red lights will appear on the 
box to let you know the jacks are moving.    Continue to hold the lever back until you feel the 
jacks hit the ground and raise the Van slightly. A visual inspection is necessary to see if all the 
jacks are on the ground. Note: sometimes after the slide‐out room is deployed one of the jacks 
will raise off the ground. Though the van will rock a little in this condition, not to worry. 
 Once all the jacks are on the ground use the yellow light on the black box as a guide to leveling 
the ME. Push the middle lever in the direction of the yellow light until it goes out, letting you 
know the van is level in that direction. Note: the yellow light is not reliable so other means of 
recognizing levelness may be necessary. Further note: In some cases the ground is so un‐level 
that getting the balance right would make the stairs difficult to use. The slide out room does 
operate regardless of a slight imbalance. 
 Once all yellow lights go out, the ME is level and stabilized. Turn the ignition key to the off 
position. 
 
2. Deploying Slide‐out room: (Again standard procedure but may vary somewhat) 
 Jacks must be deployed and van level. 
 Lean the driver’s seat forward to get it out of the way. 
 Pull the front locking bar down in the center to unlock. 
 Visually inspect path of movement along the floor and counter‐space and remove any 
obstructions both on the inside and out.   
 Press the brown square button located over the front door. When depressed, a small red light 
comes on telling you the room is moving, either inside or out. Note: The slide‐out room 
activation button has three functions in sequential order each time it is depressed: FORWARD‐
OFF‐REVERSE‐OFF‐FORWARD etc. 
 
3. Pulling out awning: 
 There are two gray locks at eye level on the bars that hold the awning. Flip these out. 
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 Behind the metal bars are two black daisy knobs. Loosen these. 
 Ensure that the clips fastening the support bars to the van at the bottom are secure. 
 Use the metal tool/pole to pull down the small metal lever located at the top of the awning to 
the right side. This releases the awning so it can be pulled out.   
 Pull the awning open with the two    support bars, one person on each side.   
 When the awning is unrolled, slide the metal bars, on either side of the awning, up until they 
lock (click) near the top of the awning. 
 Now use the handles on either side to fully lift the awning up. Grasp the handle pulling it out 
and lifting. When the handle is released down, it will lock, holding the awning up. 
 Continue to do this in small increments to each side until the awning is as high as you wish.   
 
4. Retracting Slide‐out Room: 
 Do this prior to retracting jacks. 
 Visually inspect both inside and out that there are no obstructions in the path of the room as it 
comes in. 
 Hit Slide‐out activation button located over the door. The room should begin to move in. 
 When room has stopped retracting, push the locking bar behind the driver’s seat up to lock the 
room for travel. 
 
5. Retracting jacks and prepare ME for departure: 
 Make sure slide out room is completely retracted and travel bar is in up (locked) position. 
 Make sure the portable stairs are away from the ME or stowed, if not they could become 
trapped when the van is lowered on them. 
 Turn ignition key backwards to the accessory position.   
 Depress the ON button on the black box located to the driver’s left rear. 
 Slowly pull the front lever and bring it to the middle position. It’s very importantto pull it back 
slowly since this releases the hydraulics on the jacks and lowers the ME. Note: If you are on very 
uneven ground you may want to lower the highest end of the ME first. 
 Repeat with the rear lever, bringing it to the middle slowly. 
 As long as the red lights are illuminated, the jacks are down and the ignition cannot be turned 
on without an ear piercing alarm sounding. Be patient, it may take a minute for the jacks to fully 
retract. Do a visual check before tuning off the hydrolics.   
 
6. Additional Rules of Thumb 
 To test if the electrical plug‐in is working, look at the power on the flatscreen it only works with 
electricity. 
 Opening outside storage spaces usually requires a hip slam, then maintaining pressure, pull the 
handle up firmly.   
 Make sure all drawers and cabinet doors are firmly closed before moving. 
 Make sure that all heavy materials are at the lowest possible storage place before moving.. 
 Make sure all materials used outside the ME are stored properly onboard and give a quick 
glance underneath the ME to make sure nothing is hiding under there before departure.   
 
   58
 
Program Setup 
1. Now here is the fun part a time when you really get to use your own creative talents. Remember 
that the setup of the ME will usually take at least an hour after getting parked and get the vehicle 
set into place which you will want to keep in mind when figuring what time to arrive at an event. 
 Have a plan for where you will place your objects and hands on materials as well as your 
activities. Remember that you have room outside the ME. Below you will find “suggestions” for 
how you might design the interior and exterior space. Please remember that these are just 
suggestions. 
 Items that are NOT hands on must be in a secure case. 
 The countertops provide ample space for hands on materials. Set things out so that people can 
have a “tactile” experience. 
 On the countertop that has the SNAP Public Lands backdrop you can set out your pamphlets and 
handouts that you want people to take as they are entering or leaving the ME. 
 The walls that do not have exhibit space are a great space to put up any number of the posters. 
You can also use this area for a photo gallery, testimonials, stories, etc. 
 There should be a library on board of related books and the like for folks to browse.   
 Outside the ME will be tables that can be setup under the awning. Any activities or 
demonstrations that have been planned would work nicely here. Just remember the sun when 
setting up the outside of the ME where will it be at the hottest part of the day and where should 
those tables go in accordance meaning, if you have wiggle room in terms of how to set the up 
the ME originally make sure it’s set up based on where the sun is at the hottest part of the day. 
 Lastly, have fun with the set‐up get creative with it…aside from meeting tons of new people it 
really can be the best part of the trip. 
Ok, everything should be in order now. If you have any questions ask someone, you will find a lot of support in 
the colleagues around you. You will also learn that there are people who love to take time out of their busy 
schedules to join you on the road and share in the ME vision, never stop trying to foster new connections.   
Enjoy this great region, its natural beauty, and most of all its diverse and welcoming people. Be ready to see 
faces light up when the SNAP Mobile Exhibit comes rolling into town. It should become its own publicity.   
 
Quick Check List: 
 
1. CHECK THE WEATHER 
2. Phone numbers of event contacts and backup staff 
3. Cell Phone 
4. Layer clothing 
5. AAA card 
6. Gas card 
7. Per Diem money (if applicable) 
8. Road food/snacks 
9. Program materials 
10. A big warm smile 
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SUSTAINABILITY & DEVELOPMENT PLAN 
Development &Fundraising Ideas 
Background and context 
This plan will address goals, challenges, strategies, tactics and measurables for fundraising in general, as 
well as for each specific fundraising program. This program will launch with the generous support of 
SNPLMA funding, but in order to sustain, and remain a free and viable program for the people of 
Southern Nevada it will need to secure additional funding from sponsors, grants, and fundraising events.     
 
OVERARCHING FUNDRAISING GOAL: 
To increase the financial capacity of the Mobile Exhibit program to sustain its future in hardened 
economic times. 
 
GOAL 2:   
To increase the financial capacity of the program by engaging funders in Las Vegas and Southern 
Nevada. 
 
Challenges: 
 Choosing the best staff member/s to be the lead on program development when responsibility for 
the program is shared among so many partners. 
 Assuring assigned staffs are comfortable and capable of performing fundraising activities. 
 Giving from all sectors often depends on factors beyond our control, such as the state of the 
economy. 
 Potential donors may be unfamiliar with Southern Nevada, public lands, and/or the Mobile Exhibit. 
 Potential donors may be challenged by numerous requests for support from an overwhelming 
number of good causes.   
 LOTS of organizations with Development trained staff are competing with us for monies from the 
Las Vegas market.     
 
Our challenge is to rise above the noise with a clear and compelling argument to support the Mobile 
Exhibit. 
Strategy 1: Choose a lead staff person who will head development for the Mobile Exhibit; 
 
Strategy 2: Provide that staff person enough support from all SNAP partners in order to be successful; 
 
Strategy 3: Provide that staff person with opportunities to achieve fundraising “victories” in order to 
lessen their aversion and increase their commitment and desire to fundraise; 
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Strategy 4: To increase the general public’s knowledge of the Mobile Exhibit as a committed, effective, 
reliable program worthy of public and private support; 
 
Strategy 5: Create a Funding Plan for the Mobile Exhibit.   
 
Tactics: 
 Choose Development Lead Staff for the Mobile Exhibit 
 Develop Funding Plan for the Mobile Exhibit   
 Schedule regular training and discussion on development/fundraising for this staff member (based 
on agency and nonprofit partners’ development plans and expertise) 
 Incorporate fundraising tasks into each ME staff person’s work‐plan   
 Develop systems of accountability and incentive in order to encourage and motivate staff to 
accomplish specific fundraising/development objectives   
 
Sustainability Plan 
Planning Team please add here… 
 Year 1 
o  
 Year 2 
o  
 Year 3 
o  
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MOBILE EXHIBIT EVALUATION PLANS 
 
The Mobile Exhibit will have three stages of evaluations. The first will be a front‐end needs assessment 
which will determine which messaging needs the most emphasis and focus. The second will be formative 
evaluation to tell us what works and what doesn’t in terms of exhibit design and usability during the build‐out 
phase. Focus groups will be assembled to help determine what works and what needs to be “tweaked” during 
the build‐out. The third type will be summative evaluations used after the program has launched to determine 
program success and where there are areas where more or less attention is needed. 
 
 
Front‐End Needs‐Based Evaluation:   
 Time Frame: June – September 2009 
 Developed by: PLI, Mobile Exhibit Team & Adriane Zacmanidis Consulting 
 Conducted by: PLI staff 
 Results Report created by: PLI staff 
 
 
Formative Evaluations:   
 Time Frame: November 2009 – March 2010 
 Developed by: PLI and Mobile Exhibit Team 
 Conducted by: PLI and Mobile Exhibit Team 
 Results Report created by: PLI staff 
 
 
Summative Evaluations:   
 Time Frame: March 2010 – Ongoing 
 Developed by: PLI and Mobile Exhibit Team 
 Conducted by: PLI and Mobile Exhibit Team 
 Results Report created by: PLI staff 
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Front‐end Information‐Gathering Plan 
 
Goal:    to gather information about the skills, behaviors and attitudes that current users have about public 
lands.    This information will help to guide our exhibit design.     
 
Front‐End Information‐gathering   
Our audience is current users – we don’t know if “current users” are one group or if they should be grouped into 
one or more distinct groups based on their knowledge, behaviors, and/or attitudes.    Therefore, we propose 
conducting a front‐end evaluation to determine what current users understand about impacts that people have 
on public lands.    Developing this understanding will help us design exhibit experiences that will be relevant to 
all current users. 
 
The Front‐End Information Plan will help us answer: 
 what do people already think about different types of impacts 
 what are users’ perceptions about one impact relative to others 
 do users’ understand what causes the impacts   
 what are users’ ability to understand how to mitigate these impacts   
 what are users’ perceptions about their role in mitigating impacts 
 
Protocols / Methods 
People will be sampled from each of four sample sites on three public lands: 
 BLM Visitor Center   
 FS Cathedral Rock picnic area (August 22) 
 NPS Boulder Beach (July 19) 
A minimum of 5 people (target:    15 people) will be sampled at each sample site.     
 
At each sample site, people will be asked to participate in this information‐gathering effort (incentives include a 
Don’t Trash Nevada tote bag and/or sunglass case).    Participants will go through the evaluation one at a time.     
 
Each participant will do three things:    (1) relationship circles; (2) card sort; and (3) answer questions related to 
the card sort.    Protocols are described below.     
 
1. Answer three questions:    how do you recreate?    Where are you from?    How long have you lived 
here? 
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2. Relationship circles to represent your relationship with public lands, the relationship between public 
lands and health; and the relationship between public lands and city (the built environment) 
3. Sort pictures into two piles – those you consider “negative impacts to nature” and others 
4. From the impact pile, choose the three you consider the most significant.    Why?    What is your 
experience with these?    (probe)    The assistant will record the photos that are in the “other” pile. 
5. For    each of the three top impacts, answer the question:    why did you pick this one?    (probe – what 
has your experience with this been?).    What can be done to help fix or solve this impact?    Do you 
have    role in fixing this problem? 
 
Need 
Pictures 
Relationship Circle sheet 
Observation tool (includes ways to record initial card sort, top three impacts, matching cards, and answers.   
Also include observer’s notes on age range, gender, other) 
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Mobile Exhibit Front End Observation Tool 
Hi, my name is ___.    I work for ___ and we are creating a mobile museum exhibit about the people of Las Vegas and public lands.    We 
would like to find out some of your thoughts about nature to help us develop this exhibit.    Would you mind taking a look at some of 
these pictures and telling us what you think?    We will give you this fabulous tote bag as a token of our appreciation. 
Participant #:  Date:  Recorders: 
Age Range (Circle)                teen                    20‐35                    36‐50                        over 50 
Gender (circle):      M        F  Where are you from?    How long have you lived here?    (conversational) 
How do you recreate?    (conversational) 
Self and Nature score (1‐7)  Health and Nature score  City and Nature score: 
Can you take these pictures and choose the ones that you consider to be negative impacts to nature?    Go ahead and put them all into 
one pile here.    Now, of these negative impacts, please choose the three that you consider to be the most significant. 
Impact #1 is:  Impact #2 is:  Impact #3 is: 
Why did you pick this one? 
 
 
 
 
Probe:    what has your experience with this 
been? 
Why did you pick this one? 
 
 
 
 
Probe:    what has your experience with 
this been? 
Why did you pick this one? 
 
 
 
 
Probe:    what has your experience with 
this been? 
What can be done to help fix or solve this 
impact? 
What can be done to help fix or solve this 
impact? 
What can be done to help fix or solve this 
impact? 
Do you have a role in fixing this problem?   
What? 
Do you have a role in fixing this problem?   
What? 
Do you have a role in fixing this problem?   
What? 
 
 
TASK 9:   INVESTIGATE POTENTIAL DELIVERY SYSTEMS FOR 
INTEGRATING SNAP MESSAGES INTO THE CLARK 
COUNTY SCHOOL DISTRICT 
 
 Recommended Ideas  
 
Listening sessions with Clark County School District administrators, staff, and teachers 
revealed that the best ways to deliver SNAP Messages should be through (1) 
Professional development for teachers; (2) Programs for students; and (3) Multimedia.  
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TASK 9:  Investigate Potential Delivery Systems 
for Integrating SNAP Messages into the Clark 
County School District 
 
B A C K G R O U N D  A N D  R A T I O N A L E  
The 2004 Report Card on the Status of Environmental Education in Washington State1 includes a study 
of students in 77 pairs of schools across the state of Washington: 
Each pair included one school that had environmental education (EE) integrated throughout 
the grades and curriculum and one school without EE. Students attending the EE schools 
scored higher on standardized tests than their counterparts in non-EE schools. It is 
remarkable that schools with as little as 20% of the teaching staff involved with EE showed 
statistically higher standardized test scores and more students who met state standards.  
In part, these results can be explained by evidence that Conservation Education and Interpretation 
(CE&I) seems to help: 
 Increase motivation for learning in all subject areas 
 Focus students and improve their overall behavior in the classroom 
 Develop critical thinking skills 
 Foster the ability to work both independently and collaboratively 
 
In addition to the above benefits, young people exposed to CE&I also tend to experience 
improvement in their overall grade-point average, stay in school longer, receive higher-than-average 
scholarship awards, and display more responsible behavior in school and in the community. They are 
generally better prepared for the job market, in part, because CE&I can enhance higher-level-
thinking and problem-solving skills. 
 
SNAP agencies, which are responsible for the care and management of more than seven million acres 
of public lands surrounding Las Vegas, have a strong desire to promote understanding of, and a sense 
of responsibility for, the natural environment that surrounds Las Vegas. Therefore, integrating CE&I 
into Clark County School District (CCSD) schools is necessary to ensure that SNAP messages are 
delivered to this important audience. This Task focused on discovering the best approach to 
accomplishing this integration. To this end, listening sessions were used to discuss and understand 
potential delivery systems for integrating CE&I into CCSD. 
 
A P P R O A C H  
The UNLV-PLI, in partnership with SNAP, conducted three listening sessions with a variety of CCSD 
administrative personnel, teachers, and resource staff beginning in May 2009. The purpose of these 
listening sessions was to explore potential delivery systems for integrating education about the 
                                              
1 http://www.wagreenschools.org/files/530.pdf 
TASK 9: Potential SNAP Message Delivery Systems for use with Clark County School District 
 
 
Page 2 • TASK 9 
environment inside and outside the classroom, and identify the best methods for delivering important 
environmental messages to students in Clark County.  
CCSD staff is concerned with improving student achievement and finding programs that will support 
and enhance classroom curricula. Several research studies demonstrate that using the local 
environment as an integrating context for learning can support curriculum inside and outside the 
classroom and can boost student achievement. Environmental messages and environmental literacy can 
be promoted through teacher professional development, curricula, student activities, field trips, web-
based media, and other delivery methods.  
 
However, the following questions remained: 
 
 What is realistically possible in a typical CCSD classroom? 
 What types of resources are practical? 
 What will most likely be used? 
 
To answer these questions, facilitated discussions were held with one group of eight administrators and 
two groups of teachers (18 in the first group; 13 in the second). 
 
Listening Session Goals and Format 
 
Goals: 
 Understand CCSD needs, especially as it pertains to education about the environment. What 
types of environmental products, initiatives, and delivery systems can and will be realistically 
used by CCSD teachers and schools? 
 Understand best ways to extend CE&I experiences and provide multiple delivery systems that 
incorporate messages while making connections to current curriculum. 
 Understand the decision-making process used to choose which resources would be most useful 
to enhance student learning. 
 
Format: Several activities were modeled and scenarios were presented to stimulate thought and 
discussion. The following questions were included for discussion: 
 How does this activity connect with your curriculum? How might you connect it? 
 How could you integrate the environmental messages from this activity and make connections 
to content areas (with specifics for sequencing?) 
 When looking at descriptions of potential CE&I projects, which criteria are the most important? 
Which are the least important? 
 What are the best delivery methods for CE&I programs, products, or experiences? What is 
not being done? 
 How do you find potential resources to use in the classroom (especially with respect to CE&I)? 
 What are the criteria that you use when evaluating a potential resource? 
 How are these resources actually used in the classroom? Enhancements, subject-based, 
integrated. 
 What types of resources would you like to see available (for example, podcasts) 
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Prior to the listening sessions, an on-line survey was made available to confirmed participants. The top 
responses to questions about current and potential delivery systems were: tech/multimedia 
(overwhelming majority), classroom speakers, field trips, and school-yards. Teachers also said that 
they wanted service learning, lesson plans with activities, and professional development. During the 
listening session, participants were asked:   
 What are the ways you currently use these resources? Give examples. 
 What are the potential ways that we could integrate CE&I products and messages into these 
delivery systems? 
 What types of things are you looking for in service learning, lessons/activities, and 
professional development?   
      Definintions: 
Delivery system = how learning activities are delivered to the participant – e.g., through online 
learning, classroom instruction, field trips, curricula, comic books, podcasts, etc. 
Program = a complete experience with documented outcomes given either as a field trip or as a 
school outreach program (e.g., Mojave Max assembly). 
Project Manager Allison Brody and Amy Page (UNLV-PLI) facilitated the discussions; Amanda 
Rowland (SNAP) and Allyson Butler (UNLV-PLI) wrote down responses. Transcribed notes are provided 
on page 5. 
 
R E S U L T S  A N D  R E C O M M E N D A T I O N S  
SNAP Messages should be delivered through three methods, as described below:  (1) Professional 
development for teachers; (2) Programs for students; and (3) Multimedia.  
1. Professional Development for teachers. Teachers do not have prior knowledge about CE&I 
(either content or processes), and so are learning it at the same time as their students. Therefore, 
these teachers are unable to extend learning opportunities (e.g., what students gain during a field 
trip). Importantly, this lack of prior knowledge makes it difficult for teachers to apply and connect 
SNAP messages.  
 
Professional development training topics should include: 
a. Content knowledge about the local environment 
b. Strategies for planning and facilitating service-learning projects 
 
These trainings should expand on teacher workshops that are currently being offered by 
providing more of an emphasis on: 
a. Modeling activities 
b. Targeting participants that are decision-makers, can affect other teachers (e.g., 
grade level chairs, department chairs, subject specialists) 
c. Provide foundational knowledge about the environment and heritage education 
d. Provide a more comprehensive approach, broader in scope than current offerings 
e. Provide a summary of established principals; a check-list of strategies and 
recommended practices 
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f. Provide a way to get to the endgame:  integrating SNAP messaging into existing 
curricula according to classroom scope and sequence. 
 
2. Programs for students (field trips, outreach, and service-learning projects). In these 
experiences, the SNAP message is part of a whole unit that surrounds the experience, including 
understanding and connections. SNAP messages should not be ‘stand-alone.’ For example, the 
OHV curriculum is not likely to be adopted on a wide-scale basis by CCSD. However, the 
messages about Staying on Trails can be integrated into a variety of different units. Furthermore, 
if the teacher is not connected to the message or passionate about it, and if it is not directly 
connected to the sequence, he or she likely won’t use it. In addition, the following considerations 
must also be made: 
 
a. Sequence and align experiences with the pacing calendar 
b. Determine practical ways to extend learning 
c. Continue to create programs that foster creativity and emotional connections to the 
land. 
 
3. Multimedia (nothing specific emerged during the course of the discussions) 
a. Podcasts (didn’t specify what this means, what would be useful) 
b. Efield trips (2 teachers, didn’t really discuss) 
c. Graphic novel as webstrip (enthusiastic support – coupled with teacher packet) 
 
ACCOMPLISHMENTS 
Three listening sessions were held with 39 CCSD administrators, teachers, and staff to develop 
recommendations for delivery methods for SNAP messages:  (1) Professional development for 
teachers; (2) Programs for students; and (3) Multimedia.  
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LISTENING SESSION TRANSCRIBED NOTES 
ADMINISTRATORS 
 
Service Learning Supportive of Service Learning. Important aspects include:  student-driven, 
relevant, research-based, interdisciplinary, meets student needs as well as 
community needs. Can be powerful learning experience. High quality 
learning experience 
 
Where realistically can we offer Service Learning programs?   
• International Baccalaureate schools (Green Valley HS, Roy Martin MS, 
Sandy Miller Academy, Valley HS) 
• Magnet schools    
 
Issues with service-learning  
• Magnet/CTAs – have to fit to curriculum 
• Teachers are rigid and test-driven – “this is the way I've been teaching” 
– resistant to new methods/ideas, risks  
• Needs to be relevant –  
• Benchmarks are each quarter – projects/programs need to be 
sequenced 
• Funding 
• connecting to curriculum 
• making equitable for all students 
• Do we have research?    
• Confused with community service/volunteer/forced to do projects 
Important ideas • Interdisciplinary 
• Funding 
• Meaningful partnerships 
• Age appropriate 
Ideas for Tools, 
delivery systems 
• DVD re local nature – includes field guide (e.g., plants) 
• Podcasts 
• Media, such as little cameras 
 E.g., Rowland’s DVD on mammoth teeth a great example – lab, project, 
professor  
 DVD – each one finds something different – short 3 minutes – show for 
exposure 
 Online opportunities with CCSD and PBS 
 resources – give them materials 
 Class Magazine – produced by Vegas RJ student produced articles – 
have a contest for CLASS magazine  
 Student activities – clubs – outside of regular school day, 
 Newsletter  
 Key Club, Cripto club – FUJI  
 Awards and contests – competition – can be a great motivator for both 
teachers and students 
 Field trips difficult for high school 
 Plumbing the Colorado:  extensions easy (e.g., write the story of the 
river or stage a debate); fix misconceptions; higher-level thinking skills; 
math; connect to local environment 
 Interact still a good source of information 
 Technology is great especially for High School 
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TRUNKS? 
 Good, but delivery needs to be an efficient check out system 
 Resources could be on-line to printout 
 There needs to be enough available for all 300+ schools – enough 
for all teachers, etc 
•  
Ideas for programs  Offer age-appropriate programs to all levels (e.g., FE is 4-12) – 
activities that build on each other throughout the grade levels 
 Video conferencing to experts 
 Kids like to learn content  
 All three program scenarios liked – especially enthusiastic about service 
learning 
 Offer programs appropriate to pacing – how to be more thoughtful 
about it – informal partner needs to have knowledge of pacing 
 The message isn’t the program -- Message is at the end, i.e., Don’t Litter 
at the end, because we learned X, Y, Z, we understand not to litter 
 Project-based learning 
 Saturday, after-school  fewer restrictions (e.g., tied to curriculum, bus, 
teachers, substitutes, etc.) 
 Lessons that are short in length that fit in with big experience the kids 
work for 
 Native Environment Best Practices Lesson of the Month 
 Every student PSAs – broadcast journalism in ES/MS/HS. Students could 
produce 2-5 minute live announcements (for example, anti-litter) 
 Kids produce – e.g., broadcast journalism 
What are CCSD’s 
needs? 
• local connections / desert connections 
• experiences that build on previous ones -- each grade level a new one 
• experts and expertise (make sure if they come to speak they are good 
speakers) 
• need to change the way the district thinks – not all schools should be in 
lock-step 
• need to be able to self-select if interested 
• content 
• Saturday 
• something that doesn’t take lots of class time 
• regularly implement so at the end service project 
 Tools for assessment  
 4/5 elementary – MS – HS 
• where the resources come from can be an important factor in decision-
making – SNSTA, CHOLLA, CPDD 
What are the best 
delivery methods for 
EAE programs, 
products or 
experiences?  
What’s not being 
done? How can we 
do things 
differently? 
 NW-CTA – transportation alternative fuel, dressed up – speeches – 
capstone 
 Magnet and IB schools doing these types of project – good place to 
start 
 Transient situation – avoid year to year projects that depend upon one 
year to the next.  
 Having activities that build on each other throughout the grade levels 
Teacher 
training/professional 
development 
• Brought up several times – perhaps not as stand-alone, but as part of 
existing district or school offerings (e.g., quarterly) 
• One idea:  during prep period -- work with CCSD on how to fit trainings 
in hr to hr 
• Free workshops 
• Model activities, such as Plumbing the Colorado 
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• Lessons of the month 
 Jump drives with information  
 Workshop to kick off 
 Interwoven to what is already established if new = not good 
 Close connection with curriculum focus  
 Local issues 
 New teachers can not find friends 
 Teacher socials 
o Hiking – RR, Ski – Lee, Boat – LAME, Canoe – River 
 Find sponsor for events 
 Government = in-kind 
 Simple things to walk away with = 10 things that you can use Monday 
Morning 
 Capturing kids Hearts conference 
 This is legitimate high quality  
 Optional during school day 
 incorporate DVD’s & additional resources (bullet 3) with teacher training 
(when DVDs are not lengthy).  
 On-line resources good 
 Possible to have training happen during prep period 
 Culminates in an experience 
 Content 
 How to use different methods 
 how to extend experiences 
 provide activities, resources, materials to do (on-line availability) 
 new teachers do not and are not trained to do interdisciplinary teaching 
Role of informal 
education 
 funding,  
 expertise 
 substitutes 
 lead the discussions 
 show how to integrate across subject matters 
 keep logistics and requirements to a minimum (e.g., requirements for 
participation) 
 Get administrative level onboard 
 Provide research findings 
 PR/Marketing of quality products 
 Work in partnership with curriculum divisions (like FE model) 
 Message is the end result, not the be-all 
Other  skills that students learn through EAE not being tested 
 EAE will benefit all kids, not just the privelaged/those that earn -- 
including ELL, GATE kids, special needs kids 
 we will always have creative teachers – basically each teacher has a 
strength. The partner needs to recognize that strength, whether it be 
copying, scheduling, or just organizational skills, not every teacher is going 
to want to be outside with their students 
 EAE has important outcomes – we are growing stewards 
 EAE means partnering with schools in a meaningful way – level the 
playing field for disadvantaged kids who don’t have experiential 
experiences.  
 EAE is needed so we don’t bore students 
What would it look 
like to truly 
integrate EAE into 
 Meet with social studies groups, etc.  
 Curriculum guides – commitment from district 
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the classroom scope 
and sequence? 
 
 
Pacing and 
sequencing 
 Curriculum divisions – they have their sequence copyrighted 
 Would help to match the pacing calendar. Pacing calendars are district-
wide and of the utmost importance 
 Need to be sequenced to benchmarks 
 Test-driven 
 Pacing calendar limits ability to integrate 
 Regions are different – some mandate specific programs. More 
proficient schools likely to have a little more lee-way 
 Need to be very obvious where things fit and how to be 
interdisciplinary  
 
 
TEACHERS 
 
Example activity:  
Wintercount 
 Excited, engaged, enthusiastic 
 Could see ways to extend the activity – e.g., students do activity with events in 
their life; create written stories, graphic organizers 
 Also extend using technology; e.g., Facebook 
 All can connect activity to their respective discipline 
o Timelines 
o PE – health, life cycle, imagination component, experiential 
o Math – Evolution of math, draw symbolically where they are and 
where they draw connections from 
o Kindergarten – communicate through pictures before moving to 
words, letters and words as symbols 
o Social Studies – History, culture, geography, language, 
communication used in context and time, Native Americans 
o English – journaling, writing, symbolism, research. Language 
connections. Making symbols for vocabulary words. Those who 
are struggling with language can be successful – ELL 
o Theatre – role playing, vignettes 
o Art  - connection to any discipline 
o Thinking skills – example: comparing and contrasting to other 
cultures. Asking children what they think; higher level thinking 
o Native American heritage month 
 Visual, creative, use of symbols, no wrong answer 
 connections to tagging, connections to real-world experiences 
 Environmental/conservation of cultural resources 
 Stories can be told in different ways 
Example activity:  
Chutes and 
Ladders 
 Not as engaged, enthusiastic, noisy. Partly because the activity not as polished, 
complete, age appropriate. Also, more importantly, it is a CLOSED activity, not 
as many extensions/applications are apparent 
 Not a good classroom activity, but parents might enjoy it. BUT:  what if kids 
bring it home and the parents litter?  (Implying value judgments). What if 
parents are not involved? 
 Special Ed teacher said it was a good skills activity 
Example Activity:  
Plumbing the 
Colorado 
• Cross-curricular 
• Understand about resource management 
• Social studies, writing, vocabulary, government, English, decision-making, 
cooperative groups, debate, brainstorming, consequences card, math and 
fractions, science, chemistry. 
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• Blogs, “How do we fix this?”, world-wide comparison of water use and water 
allocation, conservation, national and international locations, geography, 
renewable resources 
• 8th grade curriculum (4th quarter) = sustainability and energy – this fits. 
• Extensions:  create commercial about conserving water 
• Visual learners need map skills and experience 
•  
Example activity:  
Hector Comic 
Book; Gill the 
Gila Monster 
graphic novel 
• Enthusiastic, engaged. Loved both products. 
• Endangered species, 6th grade 
• Ecological 
• Comic life software allows students to create own graphic novel 
• Links for Elementary, especially with reading curriculum. Background 
knowledge would be critical 
• Video clips with background knowledge 
• Sequence is important 
• This is not intimidating in terms of format and level 
• Current elementary reading curriculum relies on two main programs, but kids 
don’t have background knowledge to get, so need to bring ss up to speed 
using video clips,  
• Students can use drama 
• Graphic Novel: cliff hangers are great, helps with prediction skills 
• CPD and Interact are obvious ways to get this out 
• Language arts: would help to have Did you knows?, teacher background 
material, pre-reading activities, extension literacy, stories, samples, teacher 
curriculum would be fabulous. 
• We don’t want it to be forced 
How do you find 
potential 
resources? 
• word of mouth -- Someone else’s success with the resource –  
• Seminars/training 
• Internet 
• The closer to the state standards and the more of the legwork already done 
the better 
• Science site leader in conference area on interact – Eileen, from CPD 
professional development 
• There are resources and extensions in FOSS kits but they’re not being used 
because there is not enough training. FOSS kits are used by 90% of schools 
• Interact is a big source of information, however “beyond the classroom is not 
updated” and “interact is piece-meal” 
• There’s a lot of stuff out there! 
• PBS, e field trips (Virtual field trips) 
• Principal, grade level chairs, science site leader – CPDD 
• NDOW Newsletter is great 
• CHOLLA is an important resource as a career counselor 
• Information about these resources needs to be available in the summer before 
lessons are planned if you want them to be integrated) other wise it is just 
padding 
What are you 
looking for in 
resources? 
• Looking for things that will enhance already existing curriculum.  
• Has to connect to my curriculum or I am not interested,  
• We always see things as connected to the state standard. That is easy, it is 
getting them connected at the school and district level that is also important  
• Cool, visual, differentiated – like the Winter Count 
• Aligned to Standards 
• Well-presented, don’t have to tweak  
• Departmental buy-in is important – one school spoke of common assessments 
and grade level resources – helpful if all teachers doing the same thing and 
have buy-in. Need to have principals on-board. 
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• The time you have to collaborate together also a criteria  
• Good resource = Project Wild graphing – things that are visual for the 
students 
• Novel 
• Use of technology in general – a DVD 
• Different learning styles can relate to it 
• Inspires questions, excitement 
• Students able to connect to the resource from common experiences; for 
example, something on farming will not be meaningful because students don’t 
have experience with this. Students that have not been to the lake need a 
connection before present activity about Lake Mead 
• Versatility – differing abilities 
• One resource that a teacher uses that exemplifies what she is looking for:  PBS 
website link to Africa – students travel through the forest and have to make 
decisions.  
• Engagement – rock climbing, fact or fiction (PE teacher) 
• Metro CSI Unit came in as part of a career presentation and had students use 
evidence and clues to solve a crime – teacher remembers this example 
because the students were absolutely engaged – really memorable. 
• Vocabulary is rich and visual 
• Self motivations, connections of the teacher 
• If principal and grade level teacher pass it on and agree, it’s a go 
• Teachers are afraid to use FOSS kits because of giving kids power and also 
pressure to be AYP 
• Math and language arts are very pushed at at-risk and lower performing 
schools to the detriment of other content and skills 
• Jason +  because it is an integrated program; pre- and post- trip activities 
were great 
• Jason - The field trip was a let-down; HS doesn’t actually value from these, 
too many limitations in general, these are always treated as extra. 
• You should model the coral reefs with the Mojave so that kids connect to the 
local environment 
• CCSD says: science is highly recommended but not required (the rest of the 
group was shocked because “kids love science”) 
• Teachers have so much on their plates. It needs to be tied tightly to curriculum 
and students/teachers lives or it’s just going to sit on a shelf 
• Field trip in the room like Aaron from Red Rock 
• Outreach in the classroom is very useful 
• Museum w/o walls is very good mostly because it is school endorsed, 
available, and free.  
• Physical products are useful 
• Activities like Plumbing the Colorado 
How are field 
trips and other 
resources actually 
used? 
• Can use as enhancements – e.g., for the top 25 students 
• Culminating activity – e.g., Bodies Exhibit at the end of a unit 
• Incentive to keep grades up 
• With planning, a good resource/field trip can hit every subject – e.g., not just 
a Math field trip, but also English, writing, etc. 
• Take a lot of planning 
• Jason Project not a substitute for being outside – the real thing is better 
• Affective/emotional connections rather than learning content 
• Teachers will know how to fit resources into their curriculum, know what is 
practical – will pick the right topic at the right time  
• Extension activity 
• High School Zero 
• Museum Without Walls 
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• Recreation activities with DMOW 
• One teacher does Outdoor Inquiry every Friday at a community park – the 
consistency is an important aspect of the success of this, as well as exposure to 
guest speakers (students also get exposed to a variety of careers) 
• Financial literacy unit provided connections to daily life, connections to the 
world outside the classroom 
• Counseling program included food, skits 
• Career fair idea 
• Suggestion:  create an event that lasts all day 
• We’ve gone away from project-based learning to departmentalized 
programs – sequence controlled and on a timeline, strict curriculum 
• Don’t have a lot of local experiences 
Professional 
Development 
• Conferences  - interactive environmental education conferences with credit 
available. Teachers would pay, especially if it was site-based 
• Especially if UNLV graduate level credit was offered and if was a weekend 
Friday night and Saturday day conference. 
• A site based conference would also be great 
• I’d want to see presentations from all the EAE sites and ideas for integrating 
activities – training 
• Come to school to do a mini-conference geared to specific schools and get to 
all of the teachers at specific schools 
• Train counselors about career opportunities 
• Grant writing for teachers specific to field trips and environmental education 
• many teachers are transplants – basic info about what’s available here in the 
desert 
• Freshman Academy – dictated by principals and would be a good “in” 
• Adopt-a-school:  for example, come on professional development day to 
demonstrate activities, show how fits across the curriculum – could be powerful 
way to get teachers to use. 
• Trainings in out schools during early period meeting would be cool but not 
always because we really value that time to prepare for classes. 
• Professional development on activities like Plumbing the Colorado 
• Include Counselors (Kim Boyle and Julie Waterhouse) 
 Professional development on wheels – bring interactives, exciting stuff to the 
schools; don’t expect teachers to come to us. On-site staff development 
 Service Learning 
 Content-based—understand the environment 
 Modeling is important and useful 
 Cross curricular buy in  
 Teachers need to buy in before they can advocate for stewardship behavior in 
their classrooms 
Technology and 
other useful 
delivery systems 
• E.g., a star party. After school, we had a bar-b-que and activities on the 
school grounds. We looked at stars as part of a unit. 
• Kids following blogs – example: following someone the students knew walking 
the Appalachian trail 
• Classroom speakers (e.g., Daphne did a bird program; Amanda) 
• Sharon Schaefer’s wilderness/art presentation – inspirational about the 
Mojave (motivational to kids and teachers) 
• Website based resources 
• Video-streaming = 50% of lessons(?) 
• According to the May 12 group of teachers, most students don’t have 
computers/internet 
• Compass reading 
• For the graphic novel, suggested that 1-2 teachers from each grade level look 
at the whole year of stories and find likely spots to introduce Gill – fit it into 
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unit of study 
• Come through CPD 
• Atomic learning – vignettes via podcasts (one teacher advocated this, others 
seemed less sure) 
• Virtual tours are better than nothing 
Ideas and 
suggestions for 
programs, etc. 
 Idea:  create a Blog discovering/exploring southern Nevada public lands, 
museums, and put it on Interact (school to school, You-Tube clips) – accessible to 
everybody rather than have to find it as a culmination of a field trip 
• An all-day @ school event 
• For high school, I want interactive classroom activities 
• Scientist career fair would be great 
• Careers – expose to the different options available 
• Relating to the world outside the classroom – like financial education 
• Free food 
• Administrators not willing to give up instructional time – structured learning is 
preferable – therefore need to provide evidence that these experiences are 
as effective as instructional time 
• Demonstrate the value of these resources – will it raise achievement? 
Enjoyment? Pre-and post test for knowledge? Can adopt a school to show such 
growth. 
• Funding and scope will prevent everyone from participating 
• Provide success stories 
• Exploit partnerships with the University – connections, follow-up 
• Once students participate on a field trip (e.g., Forever Earth) they become 
part of an on-line learning community with on-going communication – post 
pictures, provide feedback, teachers section, blogs, stories, share experiences. 
This also becomes evidence that we can use to show how kids are connecting 
(for administrators and managers) 
• Virtual field trip (ala Jason) – students can write in questions – provide 
enhanced extensions (e.g., design a project) 
• EXTENSIONS 
• Suggestion:  use after school time – a golden opportunity because there are 
many fewer restrictions on teacher time and curricula. For example:  Mater 
Gardening lessons through cooperative extension, water department can 
provide activities and resources 
• Create some sort of Cross-Curricular department to help teachers do cross-
curricular activities 
• Middle School Concept (buy into cross-curricular philosophy) + High School 
Freshmen Academy (students are placed into houses with single teacher) 
• Service Learning curriculum for explorations class 
• 8th grade project 
• Bring the programs to us. Don’t expect that we will be able to come to you. 
• Virtual tours are really useful (Yellowstone) 
• Using chemistry to tell about the past, water testing, chemical combinations of 
water, Colorado River activity is awesome 
• Remember prior knowledge is important and students and teachers don’t 
usually have any, keep it basic 
• Sell it to the teachers with a positive spin 
• Mojave Max is a good model for outreach that is successful 
 Mentoring, professional development / modeling is key 
 Atomic learning – podcasts, tutorials for how to do lessons, vignettes’ 
 Send students puzzlers once a week (if sign up to receive them) – emphasize 
creativity, reinforce interest, open-ended thinking, continual stimulation/contact 
 For the graphic novel, suggested that 1-2 teachers from each grade level look 
at the whole year of stories and find likely spots to introduce Gill – fit it into 
TASK 9: Potential SNAP Message Delivery Systems for use with Clark County School District 
 
UNLV PUBLIC LANDS INSTITUTE  
Education in the Environment Compendium TASK 9 • Page 13 
unit of study. Needs to be accompanied by teacher curriculum (depending on 
school) and endorsed by CPD. Teachers would sign up for it – don’t force it on 
them! – and have extension activities, models, and rubrics. Background info, 
etc.  
 Service learning  environmental stewards 
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TASK 10: DEVELOP A NEVADA STATE EE&I 
CERTIFICATION PROGRAM AND 
CONDUCT AN OUR PLACES TELL 
STORIES CONFERENCE. 
  
 
A CE&I workforce with exemplary skills 
and knowledge  
 
The strategy for professional development for the CE&I workforce 
included:  (1) developing and delivering a certification program 
for environmental education and interpretation; (2) developing and 
delivering a volunteer naturalist training program; and (3) 
planning and delivering three Our Places Tell Stories conferences. 
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TASK 10: Develop a Nevada State EE&I 
Certification Program and Conduct an 
Our Places Tell Stories Conference. 
 
A  C E & I  W O R K F O R C E  W I T H  E X E M P L A RY  S K I L L S  A N D  K N O W L E D G E   
A strategic priority defined in the 2007 Southern Nevada Agency Partnership Conservation Education 
and Interpretation (CE&I) Strategy is to “Develop and maintain a workforce with exemplary skills and 
knowledge of CE&I practices, as well as knowledge about natural, historical, and cultural resources.” 
That document also recognized the importance of cooperation among CE&I providers throughout 
Southern Nevada:  “Strategic collaborations among providers can help [shared] audiences build on 
and reinforce their learning experiences. Experiences that are multi-dimensional rather than single-
agency, one-shot contacts are more likely to result in positive and desired behavioral changes.”   
To this end, it was recommended that trainings and workshops be shared among providers. The 
Nevada State Certification in Environmental Education and Interpretation (NEEI) Program was 
developed to provide a robust professional development program for CE&I providers. The Our 
Places Tell Stories conference series was developed to provide a forum for professional 
development, networking, leveraging resources, and launching initiatives.  
 
THE NEVADA STATE CERTIFICATION IN ENVIRONMENTAL 
EDUCATION & INTERPRETATION (NEEI) PROGRAM 
Availability of funding from the North American Association for Environmental Education for the 
development of statewide certification programs influenced the decision to create the NEEI Program. 
This funding allowed a statewide team of professionals, including staff from SNAP agencies, to work 
together to plan and administer a Nevada program. The NEEI Program was designed to prepare 
participants with the knowledge, practical skills, and experiences to work for each of the SNAP 
agencies, as paid staff or as volunteers. The major programmatic components include: 
 Development and agreement on core competencies; 
 Development of a series of four workshops (48 hours) centered around the knowledge, skills, 
and aptitude to achieve these competencies; 
 Inclusion of required readings, reflection, and written essays to allow participants the 
opportunity to process information and reinforce learning; and 
 Creation of a capstone project to allow NEEI Program participants to practice skills in real-
world conditions under the guidance of a trained mentor.  
Portions of the NEEI Program were successfully piloted during three sessions held at the 2008 Our 
Places Tell Stories conference. The program was the marketed via websites1, fliers distributed at 
events such as Our Places Tell Stories, CHOLLA meetings, and email lists. The NEEI Program has also 
been included as an important element of the Nevada Environmental Literacy Plan. 
                                               
1 www.enviroedexchange.org and UNLV Educational Outreach 
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Since summer of 2008, four cohorts of the NEEI Program have been conducted, serving 60 
participants (see Table 1). The majority of people who did not graduate were those that did not 
complete the capstone, an important element in measuring the successful completion of the program. 
TABLE 1. NEEI PROGRAM COHORT COMPLETION SUMMARY 
Cohort 
Number of Participants  
(48 hours of workshop-based  
courses completed) 
Number of Graduates  
(all requirements for  
NEEI Certification fulfilled) 
Summer 2008 15  
Fall 2008 14 24 
Summer 2009 13 9 
Summer 2010 18 12 
TOTAL 60 45 
 
The delivery of each cohort required the following components: 
 A comprehensive Participant handbook (the 2010 version is included in Attachment 10.A) 
 Mentor training 
 Facilitation of 48 hours of workshops divided among four courses, which included a variety 
of presentations and activities (see Attachment 10.A) 
 Readings and homework 
 Observation, feedback, and scoring of Facilitation Rubric 
Formative and summative evaluations helped ensure and document NEEI Program success (see 
Attachment 10.A: Evaluation of the Nevada State Certification in Environmental Education and 
Interpretation).   
All four SNAP agencies have been significantly involved in the creation and implementation of this 
program. Some agency staff members have enrolled in the program; others have been mentors, while 
others have served as a program committee member. Although a variety of agency staff members 
and community volunteers participated in each of the four cohorts of the NEEI Program, the SNAP 
Education Team did not have an established pathway for utilizing NEEI graduates as staff or 
volunteers. To help bridge this gap, Project Manager Allison Brody (UNLV-PLI) worked with the SNAP 
Education Team to create a Volunteer Naturalist Educator Training Program. Its 10-hour introductory 
training course (see Attachment 10.B for presentations and activities) was delivered to 18 
participants over two days in June 2011.  
 
OUR PLACES TELL STORIES CONFERENCE SERIES 
Our increasingly urban surroundings and rapidly changing populations hinder personal connections 
between people and their natural environment. However, the right tools and techniques will help us 
inspire children and adults to understand, value, and take care of our shared natural places. The Our 
Places Tell Stories conference series was designed to support professionals in creating and evaluating 
effective educational programs and interpretive media that connect our audiences with their natural 
surroundings.  
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The conferences featured thought-provoking presentations, effective technique modeling, and 
collaboration building—all centered on maximizing effectiveness when we make connections with
our audiences. Conference programs for the 2008 and 2010 Our Places Tell Stories conferences  
are included within Attachment 10.C.  
Although the Round 6 Education in the Environment initiative supported only the 2008 and 2010
Our Places Tell Stories Conferences, brief results from all three conferences (including 2006) also 
noted below for comparison and to provide context. Conference participation increased over time.   
 The 2006 Our Places Tell Stories Conference was held on the UNLV campus, January 24-27, 
2006. Attendance totaled 120 participants (SNAP agency staff and community partners) and 
speakers, who rated the overall conference at 3.59 on a 4.00 scale. 
 The 2008 Our Places Tell Stories Conference took place at the Las Vegas Springs Preserve, 
March 4-6, 2008. Attendance totaled 175 participants (SNAP agency staff and community 
partners) and speakers, who rated the overall conference at 3.57 on a 4-point Likert scale.  
 The 2010 Our Places Tell Stories Conference took place at the Las Vegas Springs Preserve, 
February 24-27, 2010. Attendance totaled 250 participants (SNAP agency staff and 
community partners) and speakers, who rated the overall conference at 3.83 on a 4-point 
Likert scale.  
Evaluation summaries for the 2008 and 2010 conferences are provided in Appendix 10.C.  
 
Selected comments gathered from conference evaluations: 
 
“I have found the Our Places Tell Stories Conference to be a forum of excellent quality 
for learning and sharing all types of information related to natural and heritage-based 
informal education (with aspects that are also pertinent to formal ed.). In my opinion, this 
event has raised the bar in creating a setting where both the theoretical/scholarly and the 
practical within the discipline of environmental education are presented in a way that 
appeals to practitioners and students from many different agencies and perspectives. The 
programming was excellent; it's obvious that deep consideration was given to strand 
content. There is no other means in Nevada (or elsewhere) to showcase, share, document 
in the form of presentations and abstracts, and learn from the myriad activities that are 
underway in Nevada. Planners thoughtfully invited and attracted top experts Richard 
Louv and Kevin Coyle - that fact speaks volumes. Finally, on a side note, this event was 
expertly delivered and truly above par when compared to other conferences in attention 
to detail and consideration to attendee needs (from food and beverage service, signage, 
quality printed materials, ample signage, provision of flash drives, and consideration in 
ensuring that the function was delivered in an eco-friendly manner).” 
“Wonderful, informative, and inspiring! I would be happy to attend another conference 
next year so keep updated.” 
“I thought the OPTS conference was WONDERFUL. I was extremely impressed with the 
quality of the presentations and the Springs Preserve in general. I had a GREAT time and 
took a lot away from my experience at this conference.” 
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ACCOMPLISHMENTS 
 Four Nevada State Certification in Environmental Education and Interpretation programs 
were delivered; in all, 60 people have participated, with 45 graduating with Certificates.  
 One Volunteer Naturalist Educator Training Course was developed and delivered to 18 
participants. 
 A total of a total of 545 people attended three Our Places Tell Stories conferences. 
 
ATTACHMENTS 
10.A Nevada State Certification in Environmental Education and Interpretation Program  
2010 Handbook, Course Presentations, and Activities (on CD) and  
Evaluation of the Nevada State Certification in Environmental Education and Interpretation  
10.B Volunteer Naturalist Training Course Presentations and Activities (on CD) 
10.C Our Places Tell Stories Conference Programs (2008 and 2010), Session Evaluation
Summary (2008), and Conference Evaluation Summaries (2008 and 2010) 
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EVALUATION OF THE NEVADA STATE CERTIFICATION IN 
ENVIRONMENTAL EDUCATION AND INTERPRETATION 
BACKGROUND  
The Nevada State Certification in Environmental Education & Interpretation (NEEI) 
Evaluation Plan was created prior to the beginning of the first offered cohort of the 
NEEI Program (described more fully under Task 6: The NEEI Evaluation Plan was 
developed as a formalized way to:  
 Assess each individual’s progress gained as a result of the NEEI 
Program; 
 Formative evaluation to implement changes to courses, activities, 
reading materials, and instructional approaches; 
 Evaluation to assess the effectiveness of the NEEI Program at meeting 
the program‐level and course‐level goals and outcomes. 
 
A multi‐tiered approach to evaluation was taken, including: 
 Pre‐ and post‐course evaluation (questionnaire) 
 Learning logs and essays 
 Observation of participant facilitating an environmental education or 
interpretive program for a “live” audience 
 
Since summer of 2008, four cohorts of the NEEI Certification program have been 
conducted, serving 60 participants (Table 1). The majority of people that did not 
graduate were those that did not complete their capstone, an important element in 
documenting the successful achievement of specific facilitation skills. 
The pre‐evaluation component of the NEEI Program was given to the participants 
during the Orientation meeting prior to the beginning of the NEEI workshop‐based 
courses. At this time, participants selected a four‐digit code, allowing the participant 
to remain anonymous, which enabled them to be comfortable and candid with their 
responses. The four‐digit code also allowed the pre‐evaluation to be matched with the 
post‐evaluation, given at the end of the last course, just prior to the end‐of‐courses 
celebration. 
In the pre‐evaluation, participants used a five point Likert‐scale (agree) to rate the 
Admission and Registration process. The four sections in the Pre‐Evaluation that 
correspond with each of the four NEEI courses, which are around the five themes of 
the Standards of Best Practices for Nevada Environmental Education and Interpretation 
Professionals.   
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Other sections of the pre‐evaluation asked the participants to rank their knowledge, 
skills, and attitudes utilizing a five point Likert‐scale for confidence level. These 
knowledge, skills, and attitudes correspond to various Guideline Indicators of the 
Guidelines for the Preparation and Professional Development of Environmental 
Educators (NAAEE 2004).  
Finally, the participant’s knowledge about Environmental Literacy is indicated 
through the creation and scoring of a concept map. Unfortunately, the topics related 
to Environmental Literacy are so broad and diverse that the pre‐survey concept map 
was not directly comparable to the post‐survey concept map, so this item was not 
used in the final evaluation results. 
The Post‐Evaluation includes the same sections from the Pre‐Evaluation that 
correspond with each of the NEEI courses. Additionally, the Post‐Evaluation includes 
sections that evaluate the NEEI instructors, guest speakers, and the NEEI Program 
with a five point Likert‐scale (agree), as well as qualitative questions. 
Reading assignments are given during Orientation, and participants are asked to 
create learning logs and write essays based on these readings and classroom 
discussions. These writing assignments are assessed using a rubric.  
The workshop format of the courses creates participant‐centered learning experiences. 
This format lends itself well to a variety of easily implemented remedial evaluation 
tools, including “dots on the wall,” “quick‐paired questions,” and prepared discussion 
questions. These small‐scale assessment measures helped us gather useful information 
and make changes “on the fly” to tailor the program courses to participants’ 
knowledge and skills. 
The final component of the NEEI Evaluation plan is completed during the Capstone 
portion of the NEEI Program. The Capstone experience is the implementation portion 
of the NEEI Program, which allows participants to practice their facilitation skills 
under the guidance and coaching of a trained NEEI mentor. The NEEI mentor utilizes 
a weighted rubric of the outlined best practices of EE&I facilitation to evaluate the 
participant.    
In all, the NEEI Program Committee is able to draw upon a broad range of both 
quantitative and qualitative data gathered from each participant through this mixed‐
methods approach. Similarly, the combination of the participant’s internal reflection 
and external evaluation from trained mentors allows for a balanced approach to 
determining the change in participants that can be explained by the NEEI Program. 
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RESULTS  AND  ANALYSIS  
After the conclusion of the NEEI courses, a representative of the NEEI Program 
Committee compiles and organizes the results of the program. Conclusions were 
drawn from the Pre‐Evaluation and the Post‐Evaluation about the change in each 
participant’s knowledge, skills, abilities, and attitudes as a result of the NEEI courses. 
Because the participants in the NEEI Program come from a variety of backgrounds and 
EE&I experience levels, the most studied aspect of the evaluations is the percent of 
change in each participant.  
The NEEI Program Committee and Instructors utilized the results to make changes 
within the courses before the start of the next NEEI Cohort. The goal was to optimize 
the effectiveness of the courses, the Capstone, and the NEEI Program. 
During the Capstone, the NEEI mentors reported frequently to the NEEI Program 
Committee on the progress of the participants. In order to pass the Capstone portion 
of the program, participants had to achieve at least 80% of the available points on the 
rubric.  
Pre‐ and Post‐ Evaluation Results 
Summer 2008 Participants were asked to respond to 6 questions having to do with the 
foundational aspects of creating, planning, and implementing EE&I learning 
experiences. The pre‐program evaluation asked for level of agreement on a 4‐point 
LIkert scale, indicating the importance of the following (with “1” being not important, 
and “4” being very important): 
1. Knowledge about how people learn (learning theory; educational psychology) 
2. An understanding of the history of EE&I 
3. Skills in planning EE&I experiences 
4. A personal philosophy for the practice of EE&I 
5. Ability to plan and deliver inclusive experiences 
6. Skills to effectively deliver EE&I experiences 
The post‐evaluation asked for level of agreement on whether professionals “should 
have” these knowledge and skills, as well as whether they themselves “did” gain these 
knowledge and skills as a result of the program (Figure 1). 
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FIGURE 1 
In general, the 2008 Summer Cohort participants entered the NEEI Certification program 
with a relatively strong agreement about the importance of these aspects of the EE&I 
profession (Figure 1), and no significant differences exist between pre‐ and post‐test scores. 
However, there is a general increase in level of agreement following the 48 hours of courses 
and readings. These trends remained consistent through all subsequent cohorts. 
Some other indicators of success include:  active participation through a social networking 
site established on the social networking website (Yahoo Groups); the desire and 
commitment to meet on personal time to plan and implement an educational outreach 
project on public lands (this project is not part of Certification requirements and the idea was 
initiated by the participants); and word of mouth stories of positive experiences during the 
course. 
Some quotes captured from the Yahoo Group NEEI site include: 
I LOVE THIS CLASS!  
MANY PEOPLE ARE AWARE OF THE ISSUES, BUT I THINK IT IS UP TO US AS ENVIRONMENTAL 
EDUCATORS TO HELP MOTIVATE NEVADANS TO TAKE POSITIVE ACTION. 
 . . . WORDS REALLY ARE INADEQUATE IN EXPRESSING WHAT A FANTASTIC EXPERIENCE ALL OF THIS 
HAS BEEN; I HAVE LEARNED SO MUCH AND [THE FACILITATORS] ARE ALL SO HELPFUL, 
KNOWLEDGEABLE, AND NICE—WHAT A GREAT TEAM! 
AND A HUGE THANK YOU TO ALL MY NEW FRIENDS IN THE GROUP; WHAT A COOL MIX OF SMART, 
INTERESTING, AND KIND PEOPLE YOU ALL ARE. I HAVE ABSOLUTELY ENJOYED EVERY MINUTE OF 
GETTING TO KNOW EACH OF YOU. I AM VERY EXCITED THAT OUR FRIENDSHIPS MEAN SO MUCH TO 
EACH OF US THAT WE ARE GOING TO KEEP THIS GOING. CAN'T WAIT TO GET TOGETHER AGAIN AND 
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VISIT AND WORK ON PROJECTS TOGETHER AND HEAR WHAT EXCITING AND INNOVATIVE THINGS ALL 
OF YOU ARE DOING. 
I AM SO GLAD I HAVE A NETWORK OF NEW FRIENDS. THANKS TO EVERYONE FOR WANTING TO 
CONTINUE OUR PROJECTS …. AND OUR FRIENDSHIPS. I REALLY ENJOYED THE CLASS EXPERIENCE. 
 
Participants in all four cohorts were asked to indicate their confidence level in each of 16 
individual skills required to facilitate an EE&I experience. These skills are: 
1. Using appropriate vocabulary, metaphors, and analogies  
2. Making connections to learners   
3. Delivering age appropriate presentations is:  
4. Responding to audience needs and motivations is:  
5.  Assessing a group’s learning potential and baseline knowledge   
6. Communicating objectives and expectations to an audience i  
7. Using higher level thinking approaches with an audience   
8. Recognizing appropriate cultural norms and using appropriate responses with an 
audience   
9. Having flexibility to adapt a program to situations that might arise   
10. Using presentation techniques that ensure all perspectives and differing viewpoints 
are represented   
11. Using good questioning skills  
12. Allowing the audience to actively discover information rather than passively listening 
to information   
13. Using appropriate group management skills   
14. Using tools, objects, props, and other technology in appropriate ways   
15. Present content in an engaging, relevant, and understandable way to an audience  
16. Utilize various assessment methods to gauge understanding in the audience  
Participants ranked their confidence level for each of these skills on a 4‐point Likert‐scale, 
with “1” indicating not at all confident and “4” indicating very confident. Although 
participants overall felt more confident in each skill after participating in the workshop 
portion of the NEEI Program, the differences are not statistically different (Wilcoxon signed‐
rank test) (Figures 2, 3, 4, and 5). However, in general, post‐workshop confidence levels tend 
to be higher in later cohorts, providing evidence that the course Instructors effectively 
implemented changes to continually improve the NEEI Program.  
In each cohort, participants also had to demonstrate each of these skills during their 
capstone, monitored and scored by a trained mentor.  
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FIGURE 2 
 
 
FIGURE 3 
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FIGURE 4 
 
 
FIGURE 5 
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An overall “Facilitation Score” was derived by taking the average confidence score of all 16 
skills for each participant. The differences are statistically different (Wilcoxon signed‐rank 
test) between pre‐coursework and post‐coursework confidence levels for each cohort (Figure 
6). Again, the change in difference between pre‐ and post‐coursework increases for each 
subsequent cohort, indicating the instructors were able to successfully adapt the course 
content and methodology in ways that increased their effectiveness. 
 
FIGURE 6 
 
Participants in all four cohorts were also asked to indicate their confidence level in each of six 
individual skills associated with planning and delivering inclusive EE&I experiences for 
diverse audiences. These skills are: 
 Delivering experiences for diverse audiences 
 Planning experiences for diverse audiences 
 Planning experiences with diverse audiences 
 Maintaining sensitivity to the needs of audience members 
 Making a personal connection to the lives of audience members  
 Creating an inclusive environment for each audience member 
Participants ranked their confidence level for each of these skills on a 4‐point Likert‐scale, 
with “1” indicating not at all confident and “4” indicating very confident. Participants overall 
felt more confident in each skill after participating in the workshop portion of the NEEI 
Program; these differences are statistically different between pre‐coursework and post‐
coursework confidence levels for each cohort (Wilcoxon signed‐rank test) (Figures 7, 8, 9, 
and 10).  
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FIGURE 7 
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FIGURE 9 
 
FIGURE 10 
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Written comments submitted by participants revealed that overall, the NEEI Certification 
program was engaging, useful, applicable, and a worthwhile experience. Sample comments 
include: 
List three things that facilitators did that helped me 
 Allowed/helped me connect to what I already know 
 Used various techniques that I can also use 
 Provided continual positive and constructive comments 
 Worked with me personally 
 Presented lessons w/ enthusiasm and passion 
 Open-minded themselves and constantly helped us learn to be open-minded 
 Incredibly enthusiastic, included their own experiences that were relevant and 
interesting, did a great job planning a course that met the needs of those in the EE&I 
field 
 Created a learning environment 
 Expected participation 
 Created a class with diverse participants 
 Wonderful program! Exceeded my expectations. I found a part of myself that has 
been hidden for quite awhile and re-discovered my passion for environmental 
education. 
 Challenged the way that I think. 
 Taught me how to develop higher level thinking skills for the audience. 
 Gave me the tools to address the different intelligences. 
 Program planning for diverse audiences 
 They were not negative, they made me feel very comfortable to ask questions and 
they used different practical techniques to make a point. 
 Were effective communicators 
 Allowed connection between my situation and the content 
 Everything was organized very well so that one think read to another and revealed 
main concepts 
 Gave good feedback 
List three things facilitators can do to make NEEI better 
 Written list of due dates 
 I still have a lot to process. This is a lot of information for me, but I can see it is very 
helpful. I cannot wait to apply it to my work.  
 I liked this program a lot. There was too much info to process in such a short time, 
but it was all interesting and effective.  
 Maybe stretch the course out to a few more days (A lot of information). 
 Time management it would be rise to wrap up topics a little better so I felt like I had 
more time to have one on one discussion before 5 
 Overall time spent sitting in class room was more than expected 
 Video or observation of some of the examples or case studies 
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In conclusion, evaluation results taken before, during, and after the NEEI Program revealed 
that the program has been an effective way to help a variety of participants – both with and 
without prior experience in CE&I – achieve competency in the planning, implementation, 
and evaluation of CE&I programs and activities. 
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Program Pre-Assessment 
Summer 2010 Cohort 
Nevada State Certification in Environmental Education and Interpretation 
Instructions: Please enter your four-digit pin code to use as your participant identification number. 
Your four-digit pin code is your birth month and birth day. For example, a birthday on July 14th 
would have a pin code of 0714. Read through and answer each of the items. You will not be given a grade 
for this and this will not reflect your outcomes in the certification program. 
I. Part One 
 
 Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
The published information (enviroedexchange.org 
website, etc.) for the NEEI certification program was 
clearly presented and comprehensive. 
     
The application and admission process for the NEEI 
Program was easy to understand. 
     
Prior to the beginning of the NEEI certification program, 
my questions and concerns were answered promptly and 
thoroughly. 
     
The Program Committee responded to my application 
for admission promptly. 
     
The registration process through UNLV Public Lands 
Institute was easy to navigate. 
     
 
II. Part Two 
 
  Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
I can define Environmental Education.           
I can define Interpretation.           
I understand the history of Environmental Education.           
I understand the history of Interpretation.            
I understand the current issues surrounding the fields of 
EE&I. 
         
I understand learning theories and how people learn.           
I know where EE&I experiences take place.           
I know where to find resources for those involved with 
EE&I. 
         
 
III. Part Three 
 
My confidence level for…  Very 
Confident 
Confident  Somewhat 
Confident 
Not 
Confident 
Not Sure 
...using appropriate vocabulary, metaphors, and 
analogies is:  
         
…making connections to learners on a personal level is:            
…delivering age appropriate presentations is:            
…responding to audience needs and motivations is:            
… assessing a group’s learning potential and baseline           
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knowledge is:  
…communicating objectives and expectations to an 
audience is:  
         
…using higher level thinking approaches with an 
audience is:  
         
…recognizing appropriate cultural norms and using 
appropriate responses with an audience is:  
         
…having flexibility to adapt a program to situations that 
might arise is:  
         
…using presentation techniques that ensure all 
perspectives and differing viewpoints are represented is:  
         
…using good questioning skills is:           
…allowing the audience to actively discover information 
rather than passively listening to information is:  
         
…using appropriate group management skills is:            
…using tools, objects, props, and other technology in 
appropriate ways is:  
         
…present content in an engaging, relevant, and 
understandable way to an audience is: 
         
…utilize various assessment methods to gauge 
understanding in the audience is: 
         
 
IV. Part Four 
My confidence level for… Very 
Confident 
Confident  Somewhat 
Confident 
Not 
Confident 
Not Sure 
...delivering experiences for diverse audiences is:        
…planning experiences for diverse audiences is:       
…planning experiences with diverse audiences is:        
…maintaining sensitivity to the needs of audience 
members is:  
     
… making a personal connection to the lives of audience 
members is:  
     
… creating an inclusive environment for each audience 
member is: 
     
 
V. Part Five 
Use the space below to create a concept map to describe environmental literacy. 
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Program Post‐Assessment 
Summer 2010 Cohort 
Nevada State Certification in Environmental Education and Interpretation 
Instructions: Please enter your four‐digit pin code to use as your participant identification 
number. Your four‐digit pin code is your birth month and birth day. For example, a 
birthday on July 14th would have a pin code of 0714. Read through and answer each of the 
items. You will not be given a grade for this and this will not reflect your outcomes in the 
certification program. 
 
I. Part One 
 
  Agree  Somewhat 
Agree 
Somewhat 
Disagree  Disagree  Not Sure 
I can define Environmental Education.           
I can define Interpretation.           
I understand the history of Environmental 
Education. 
         
I understand the history of Interpretation.            
I understand the current issues surrounding the 
fields of EE&I. 
         
I understand learning theories and how people 
learn. 
         
I know where EE&I experiences take place.           
I know where to find resources for those involved 
with EE&I. 
         
 
II. Part Two 
  Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
I am more confident that I can use appropriate 
vocabulary, metaphors, and analogies now than 
when I started the NEEI Program:  
         
I am more confident that I can make connections 
to learners on a personal level now than when I 
started the NEEI Program:  
         
I am more confident that I can deliver age 
appropriate presentations now than when I 
started the NEEI Program:  
         
I am more confident that I can respond to 
audience needs and motivations now than when I 
started the NEEI Program:  
         
I am more confident that I can assess a group’s 
learning potential and baseline knowledge more 
now than when I started the NEEI Program:  
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  Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
I am more confident that I can communicate 
objectives and expectations to an audience now 
than when I started the NEEI Program:  
         
I am more confident that I can use higher level 
thinking approaches with an audience now than 
when I started the NEEI Program: 
         
I am more confident that I can eat ten apple pies 
in a timed food contest than when I started the 
NEEI Program: 
         
I am more confident that I can recognize 
appropriate cultural norms and use appropriate 
responses with an audience now than when I 
started the NEEI Program:  
         
I am more confident that I have the flexibility to 
adapt a program to situations that might arise 
than when I started the NEEI Program:  
         
I am more confident that I can use presentation 
techniques that ensure all perspectives and 
differing viewpoints are represented now than 
when I started the NEEI Program:  
         
I am more confident that I can use good 
questioning skills now than when I started the 
NEEI Program: 
         
I am more confident that I can allow the audience 
to actively discover information rather than 
passively listening to information now than when 
I started the NEEI Program:  
         
I am more confident that I can use appropriate 
group management skills now than when I 
started the NEEI Program:  
         
I am more confident that I can use tools, objects, 
props, and other technology in appropriate ways 
now than when I started the NEEI Program:  
         
I am more confident that I can present content in 
an engaging, relevant, and understandable way 
to an audience now than when I started the NEEI 
Program: 
         
I am more confident that I can utilize various 
assessment methods to gauge understanding in 
the audience now than when I started the NEEI 
Program: 
         
 
III. Part Three 
  Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
I am more confident that I can deliver 
experiences for diverse audiences now than 
when I started the NEEI Program:  
         
I am more confident that I can plan experiences 
for diverse audiences now than when I started 
the NEEI Program: 
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I am more confident that I can plan experiences 
with diverse audiences now than when I started 
the NEEI Program:  
         
I am more confident that I can maintain 
sensitivity to the needs of audience members 
now than when I started the NEEI Program:  
         
I am more confident that I can make a personal 
connection to the lives of audience members 
now than when I started the NEEI Program:  
         
I am more confident that I can create an inclusive 
environment for each audience member now 
than when I started the NEEI Program: 
         
 
IV. Part Four 
Use the space below to create a concept map to describe environmental literacy. 
 
 
 
 
VI.  Part Five 
Program Facilitators: Allison, Amy, and Allyson  Agree  Somewhat 
Agree 
Somewhat 
Disagree 
Disagree  Not Sure 
The program facilitators made the content 
engaging, relevant, and understandable. 
         
The program facilitators promoted participation.           
The program facilitators challenged my thinking.           
The program facilitators were sensitive to my 
needs. 
         
The Certification courses were well‐structured.           
The Certification courses were fun.           
 
List three things that facilitators did that helped me. 
 
 
 
List three things the facilitators can do to make the NEE&I Certification program better. 
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VII. Part Six 
Which of the following guest facilitators/speakers did you find useful? Check all that apply: 
 
 Dr. Michelle Chino, Dept. of Environmental and Occupational Health, School of Public 
Health – environmental justice  
 Eileen Gilligan, Clark County School District, working with formal education 
 Marilyn Gillespie, Las Vegas Natural History Museum, exhibit planning 
 John Good, Exhibit IQ, exhibit planning 
 Daphne Sewing, Program Manager Forever Earth/Discover Mojave Outdoor World – 
influencing behavior 
 Dr. Gayle Juneau, UNLV Executive Director of Academic Advising – Diversity and EE&I 
 Maria Marinch, Language Sources, multicultural communication 
 Dr. Elizabeth ‘Beth’ Barrie, UNLV Public Lands Institute, Foundations of Interpretation 
 Marcel Parent, Director of Education, Springs Preserve 
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t d
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 re
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 p
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 c
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 c
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 m
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 p
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s f
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 p
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 p
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 c
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 d
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 b
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at
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r c
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r f
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at
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r m
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re
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 p
eo
pl
e.
 T
ha
nk
s t
o 
al
l. 
 
D
iff
ic
ul
t t
o 
un
de
rs
ta
nd
 1
-2
 sp
ea
ke
rs
 so
m
e 
of
 th
e 
tim
e 
(n
on
e 
us
ed
 m
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 re
co
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 m
at
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 b
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 d
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t b
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 m
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 d
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in
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t p
la
ce
 –
 h
er
e 
is
 a
 q
uo
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 so
m
e 
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ot
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, h
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e 
ar
e 
so
m
e 
dr
aw
in
gs
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ll 
w
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 so
m
e 
m
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ic
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er
y 
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e 
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 c
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pl
e 
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in
g 
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r 
m
or
e 
of
 a
 w
or
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p 
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r i
de
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 th
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 D
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t m
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 b
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w
ev
er
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us
ef
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ne
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at
in
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r p
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 p
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pl
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el
le
nt
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ou
r p
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si
on
 a
nd
 d
ow
n-
to
-
ea
rth
 lo
ve
 o
f t
he
 w
ild
 sh
in
es
 b
ril
lia
nt
ly
. S
hi
ne
 o
n.
 
I l
ov
ed
 it
, b
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 w
ou
ld
 li
ke
 m
or
e 
tim
e 
at
 th
e 
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d 
fo
r s
tru
ct
ur
ed
 d
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io
n 
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 to
 g
et
 a
rt 
in
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du
ca
tio
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ie
nc
e 
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at
io
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re
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 b
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ith
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 b
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de
r i
ns
pi
rin
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1 
OUR PLACES TELL STORIES 2008 Conference Evaluation – Summary 
Location: Las Vegas, NV – Dialogue Center @ the Springs Preserve 
Dates: March 4th – 6th, field trip on March 7th 
Weather: Sunny, slightly windy, Temperature between 65‐75 degrees 
Total Number of attendees: approximately 175 
Number of speakers: 55 
Total number of full and partially completed conference evaluations turned in: 72 
 
The following aspects of the conference were rated by participants as EXCELLENT; GOOD; FAIR; OR POOR.  Rating 
scale from 1 (poor) to 4 (excellent); n=72 for 2008 and 34 for 2006; (NR=No response.) 
Pre‐Conference Information Packet 
2008  Rating  Frequency 2006 Rating Frequency 
  4  29 4 15 
  3  34 3 13 
  2  4 2 1 
  1  0 1 0 
  NR  5 NR 6 
  AVG  3.37 AVG 3.48 
 
Cost 
2008  Rating  Frequency 2006 Rating Frequency 
  Appropriate  62 4 26 
  Too High  3 3 7 
  Too Low  3 2 1 
  NR  4 1 0 
    NR 1 
  AVG  2.87/3 AVG 3.74/4 
 
Registration Process 
2008  Rating  Frequency 2006 Rating Frequency 
  4  49 4 22 
  3  20 3 12 
  2  4 2 0 
  1  2 1 0 
  NR  1 NR 1 
  AVG  3.62 AVG 3.65 
2 
Conference Program 
2008  Rating  Frequency 2006 Rating Frequency 
  4  40 4 23 
  3  27 3 9 
  2  3 2 0 
  1  0 1 1 
  NR  2 NR 2 
  AVG  3.53 AVG 3.64 
 
Conference Organization 
2008  Rating  Frequency 2006 Rating Frequency 
  4  53 4 27 
  3  16 3 4 
  2  2 2 1 
  1  0 1 0 
  NR  1 NR 3 
  AVG  3.72 AVG 3.81 
 
Conference Customer Service 
2008  Rating  Frequency 2006 Rating Frequency 
  4  60 4 20 
  3  9 3 11 
  2  3 2 0 
  1  0 1 0 
  NR  0 NR 3 
  AVG  3.79 AVG 3.66 
 
Keynote Speaker:  David Sobel 
2008  Rating  Frequency 2006—Sam Ham Rating Frequency 
  4  40 4 26 
  3  21 3 5 
  2  4 2 1 
  1  1 1 1 
  NR  6 NR 2 
  AVG  3.52 AVG 3.70 
 
3 
Overall Mix of Sessions 
2008  Rating  Frequency 2006—Sam Ham Rating Frequency 
  4  37 4 15 
  3  28 3 16 
  2  5 2 2 
  1  0 1 0 
  NR  2 NR 2 
  AVG  3.46 AVG 3.39 
 
Overall Quality of Presenters 
2008  Rating  Frequency 2006—Sam Ham Rating Frequency 
  4  38 4 16 
  3  31 3 13 
  2  1 2 2 
  1  0 1 0 
  NR  2 NR 3 
  AVG  3.55 AVG 3.45 
 
Springs Preserve Facility 
2008  Rating  Frequency 2006:  Location Rating Frequency 
  4  57 4 16 
  3  12 3 17 
  2  2 2 2 
  1  0 1 0 
  NR  1 NR 6 
  AVG  3.77 AVG 3.40 
 
Audio‐Visual and Technology 
2008  Rating  Frequency 2006 Rating Frequency 
  4  43 4 9 
  3  25 3 22 
  2  4 2 4 
  1  0 1 0 
  NR  0 NR 0 
  AVG  3.54 AVG 3.14 
 
4 
Meeting Rooms 
2008  Rating  Frequency 2006 Rating Frequency 
  4  39 4 16 
  3  25 3 17 
  2  6 2 2 
  1  1 1 0 
  NR  1 NR 0 
  AVG  3.44 AVG 3.40 
 
Food and Beverage 
2008  Rating  Frequency 2006 Rating Frequency 
  4  29 4 14 
  3  23 3 17 
  2  15 2 2 
  1  4 1 1 
  NR  1 NR 1 
  AVG  3.08 AVG 3.29 
 
Food Service 
2008  Rating  Frequency 2006 Rating Frequency 
  4  34 4 17 
  3  24 3 16 
  2  8 2 1 
  1  5 1 1 
  NR  1 NR 0 
  AVG  3.21 AVG 3.40 
 
COMMENTS (concerning the above) 
Facility and Food  Number of 
Comments 
Ran out of water/bottled water should be available 7 
Have coffee and tea first thing in the morning/before sessions/every day of the 
conference 
10 
Drink selections between the sessions not kept up.  
Need to be able to put our own condiments on the sandwiches 3 
Eating at 10 is awful close to lunch at 12pm  
Food service staff very nice and helpful and kept things well supplied  
Food did not leave any choices for people with food restrictions  
Horseradish sauce too hot / Some food was too spicy to eat 2 
Hot chocolate would be nice, don’t drink coffee or tea.  
Food was awful, very surprising for Wolfgang Puck. 2 
Food, there were no whole grain bread or bagels.  
5 
Fruits and veggies were lacking.  
Juices should be an option beyond sodas.  
Ladies toilet facilities, lack enough stalls!  
Outside sound (coffee area) distracting while in Room D  
More recycle bins  
sound bleed between action studios 4 
Cold  7 
could not always hear speaker  
Seating in classrooms uncomfortable for such long periods.  
Sessions   
More outside classes/tours/workshops….  
Great content   
Program “Reframing Education about the Environment” needed better panelists, 
shouldn’t have off road people. Wish Sharon Shafer’s session was repeated. 
 
Great sessions.  
So much on sustainability, too much?  
Wood [sic] like more power point copies at beginning of presentation! That makes for 
much better note taking and attention to presenter. 
 
Need to have tables in conference rooms set up so everyone can see speakers! It was 
a little distracting. 
 
Offer more repeated and shorter sessions.  
Tour of Springs  
Planning/Organization   
Get out sooner – in regards to pre‐conference information packet  
I never received one – in regards to Pre‐Conference Information Packet  
After I sent in my registration fee I never heard from you guys again.  
Because this conference was so good, you can raise the price.  
Great organization  2 
I never saw a correct address for site; that should be front and center for those from 
elsewhere in NV 
 
Reception started late on Tuesday, should have started at 9am rather than 10am  
Never knew the times and sessions.  
Need a closing reception   
Overall/General   
Great conference   
Motivational, wonderous experience/   
great opportunity for networking   
Considering scholarship – in regards to cost marked “appropriate”  
Pricing was a great deal   
Overall the conference was excellent.  
 
6 
How successful was conference in connecting you to available resources and networks?  
2008  Rating  Frequency 2006 Rating Frequency 
  Very 
successful 
48 Very 
successful 
18 
  Somewhat 
successful 
21 Somewhat 
successful 
1 
  Unsuccessful  1 Unsuccessful 10 
  NR  2 NR 5 
  AVG  2.67/3 AVG 2.64/3 
 
COMMENTS (concerning resources and networks) 
As a volunteer I rely upon my facilities 
facilitators to make actual contacts 
Its always nice to converse w/ peers face 
to face. 
Maybe provide opportunity to divide into 
interest/career area: teachers, admins, 
those in tours (museums, etc.) 
I wasn’t able to come to all days but still 
enjoyed sessions 
No way of connecting due to my agency Particularly assessment tools w/ Daphne 
and great for networking! 
Great networking opportunity!!  Great chance to network
Great mix of attendees and presenters, 
nice to have those presenting attend 
other sessions of the conference. I wish 
more students had attended. 
Adequate time between sessions to visit 
Great networking opportunity. NV is hard 
state to connect with rural community, 
great dialogues were had. 
Many opportunities for networking, good 
# of breaks and good length of breaks 
I was able to talk to some potential 
employers 
I met all kinds of awesome people with 
awesome ideas that I can incorporate into 
my work 
Wow, I have so much to follow up on. 
Learned greatly what everyone is up to 
(agency‐wise) 
Good networking
Met some wonderful people that I look 
forward to partnering up with. 
Got lots of contacts
Met good contacts for what I do –
interesting workshop 
Would like to have attendees attendee’s 
organizations/businesses labled [sic] on 
name tags to help w/ networking 
Great networking opportunity. Several 
potential partnerships evolved from the 
conference. 
Some information was relevant, a lot was 
review 
 
 
 
 
7 
I have developed techniques and methods for connecting and designing with my 
communities 
2008  Rating  Frequency 2006:  N/A  
  4  13  
  3  52  
  2  4  
  1  0  
  NR  3  
  AVG  3.13  
 
What overall rating would you give this conference? 
2008  Rating  Frequency 2006 Rating Frequency 
  4  42 4 24 
  3  23 3 7 
  2  3 2 2 
  1  0 1 1 
  NR  4 NR 1 
  AVG  3.57 AVG 3.59 
 
Did the conference meet your professional goals? 
2008  Yes  No 2006:   Yes No 
  65  1 32 1 
 
COMMENTS (concerning professional goals) 
No new information. Things presented have been 
around for years 
Hilda Carillo’s [sic] session did. 
I’m not “professional” – a volunteer I thing [sic] there is room for improvement
Many sessions seemed youth oriented – not as 
helpful for adult education 
I have bettered my understanding about visitor 
services 
Somewhat  3 sessions were excellent (kids and assessments) 
panels often discussed generalizations with little 
that was news 
I am very equipt [sic] to bring valuable info back to 
my team 
Surpassed my goals
Great networking forum  Good contacts, helpful sessions for improving our 
programs 
Got to network and brainstorm and learn of 
resources for grants, teaching materials, etc. 
Very informational and inspiring! 
But I would like more resources/tools presented 
and then made available online, things for me to 
use in the future (like tools from Plan, Imple., 
Fostering Learning) 
Mine were attenuated, mostly this related to a new 
volunteer program we are trying to structure for 
youth 
Over all yes  It was a lot of good information 
8 
What best describes your involvement in Education About the Environment? 
Environmental Educator   29
Interpreter  15
Volunteer   19
Program Manager  15
Planner  6
Formal Educator  6
Non‐formal Educator  22
Resource Developer  8
No answer  2
Other (Please Explain)  8
  Program Assistant 
  Mentor Teacher 
  Marketing and Communications and IT work
  Visitor Center/ Gift Shop manager
  Consultant/Board member
  AmeriCorps 
  University Student – Environmental Studies 
@ UNLV 
  Resource Advisory Council Coordinator
 
The Keynote Speech inspired me to change the way I approach my work 
2008  Rating  Frequency
  4  14
  3  34
  2  8
  1  1
  NR  14
  AVG  3.07
 
Please describe your reaction to the Keynote Speech 
Presenter 
 David was an inspiration as always. 
 I wanted a little more energy. 
 Inspirational 
 Very well done 
 Excellent what a great speech and speaker and great to have a chance to talk to Sobel 
afterwards. 
 He was creative, innovative, and confident 
 Moving, inspiring 
 David Sobel wasn’t as an engaging speaker that I hoped he would have been and I felt the 
community/school connection to [sic] simplified. 
 A little on the slow side 
 Excited 
9 
 Was not very inspiring 
 While he is a known author, his speaking style is not inspirational, it was flat and boring 
 
Content 
 I loved the examples of place‐based education and wanted more. 
 Very informative 
 Will extend work beyond immediate setting to more permanent effects 
 Received thoughtful insights re interacting with some children, including my grandchildren 
 Good information and ideas! 
 I thought the talk was thought‐provoking and informative 
 Sparked a renewed love of inquiry learning 
 Opened my eyes to the problem of children not being exposed to nature and the environment 
 It didn’t inspire change, it added to my knowledge base 
 Wasn’t as powerful as I expected yet information was valuable. Was not a charismatic speaker. 
 Great ideas and examples 
 Old information I’ve already applied to my work 
 Reinforced what I already knew 
 It was OK, not thrilling. It did make me think about a few things. 
 
Other 
 I want to get more kids involved at my facility. They love to be involved 
 Not fitting to volunteer ed. Needs 
 Service projects all 
 Great 
 Along my thought lines 
 It was fine but not earth shattering 
 Good intro to conf. 
 
2006 Conference Presentations: 
Practical 
Knowledge 
Rating  Frequency Practical 
Skills 
Rating Frequency
  Great 
Deal 
17  Great 
Deal 
11
  Some  12  Some 17
  None  1  None 2
  NR  5  NR 5
  AVG  2.53/3 
(84%) 
AVG 2.30/3 
(77%) 
 
 
10 
2008 Action Studios: 
Practical 
Knowledge 
Rating  Freq.  Practical 
Skills 
Rating Freq. Interactive 
Learning 
Rating Freq.  Interaction Rating Freq.
  4  23    4 24 4 23    4 38
  3  43    3 41 3 35    3 28
  2  2    2 2 2 9    2 2
  1  1    1 1 1 1    1 1
  NR  3    NR 4 NR 4    NR 3
  AVG  3.28/4 
(82%) 
  AVG 3.29/4 
(82%) 
AVG 3.18/4 
(80%) 
  AVG 3.49 
(87%) 
 
2008 Panel Discussions: 
New 
ideas/info 
Rating  Freq.  Affect my 
approach 
Rating Freq.
  4  20    4 15
  3  38    3 38
  2  6    2 9
  1  0    1 0
  NR  8    NR 10
  AVG  3.23/4 
(81%) 
  AVG 3.11/4 
(78%) 
 
2008 Presented Papers: 
New 
ideas/info 
Rating  Freq.  Affect my 
approach 
Rating Freq.
  4  22    4 14
  3  28    3 31
  2  1    2 3
  1  0    1 0
  NR  21    NR 24
  AVG  3.43/4 
(86%) 
  AVG 3.25/4 
(81%) 
 
11 
Will you attend the next OPTS Conference? 
2008  Yes  No  2006:   Yes No 
  59  5  27 1 
      Unsure/possibly 
(2) 
 
   
In what month should the conference be offered/what days? 
Month  2008 (no. times 
chosen) 
2008 
(percentage) 
2006 (no. times 
chosen) 
2006 (percentage)
January  7  5% 22 37% 
February  20  15% 10 17% 
March  41  31% 3 5% 
April  7  5% 2 3% 
May  5  4% 2 3% 
June  7  5% 3 5% 
July  7  5% 1 2% 
August  6  5% 1 2% 
September  4  3% 2 3% 
October  4  3% 1 2% 
November  8  6% 3 5% 
December  4  3% 0 0% 
No Response  12  9% 9 15% 
  132  59  
 
Days  2008 (no. times 
chosen) 
2008 
(percentage) 
2006 (no. times 
chosen) 
2006 (percentage)
Monday‐Thurs  25  31% 2 7% 
Tues‐Friday  41  51% 20 74% 
Wed‐Saturday  8  10% 5 19% 
Thurs‐Sunday  6  7% N/A  
  80  27  
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What do you feel are your primary training or learning needs? 
2008  2006
Loved it all, continue with inquiry learning  I need help analyzing my interpretive programs.  I 
need help coming up with ideas for how to 
implement emotional connections (techniques 
involved). 
Getting volunteers into environmental education Resource acquisition, Participant listing, 
Organization/Agency, Contact List 
Mentoring kids  Connections w/ other agency representatives
Interpretation and volunteers   Making programs accessible to schools 
New ideas!  
How to become more place‐based  Evaluations
Learning styles, more on assessments, more on grant‐
writing, and finding bus/transport money 
Educational outreach
Marketing the outdoors, respecting the outdoors Agency and site collaborations 
Innovative ideas! Also, other proven exceptional programs 
reaching out to a variety of communities 
Sources of info; Materials; Help Available
Tools for quieting the mind and seeing the science more 
closely 
Motivation of school children to nature and LV habitats Supervision techniques
Environmental literacy  Some writing and editing interpreting materials.
Program planning, facilitating, training, evaluation Database Development
Project management, sustainability, expanding our 
programs and outreach and becoming more effective 
Writing resource material 
Adult environmental education  I need most to know what other people are doing‐
programs curriculum, grades, professional 
development. 
Interpretation skills/assessment  Volunteer program management and evaluation 
(for those who run them). Visitor interaction and 
storytelling skills (for volunteers and paid staff). 
Visitor behavior/services  Recruiting and training volunteers! 
Information on “how” to implement environmental 
education to diverse groups, more specifics. 
Imparting information and enthusiasm to visitors.
I don’t know  New, innovative educational media and methods; 
generational understanding to reach young adults 
and children (re:  baby boomers vs. genX vs. 
milenials vs. Rxgen). 
Getting students outdoors. How to plan a backcountry trip 
for high school students. 
Not sure
Better assessment instruments 
Assessment (how to develop) 
Action studios – practical applications 
SNPLMA funding projects 
Natural resources info 
How to get across to kids importance of environment
Developing public/private partnerships 
 
 
13 
What topics would you like to see covered? 
2008  2006
More topics related to adult education & learning in 
museum settings – not so much youth education 
Supervision
Sustainability and other topics like at NAAEE conference 
2007 
Interp techniques and methods 
Topics on how to reach the elderly  Developmental stages of children 
Capacity building  More ways to advertise parks. 
Broad partnership beyond immediate env. Ed. Community Interpreting Vandalism
Wildlife programs, conservation imperative Psychology of communication 
Fossils and native plants  Public perceptions of the role of educators
Plant materials  Diverse sites, Diverse Audiences 
Working with volunteers  Program Evaluation
Agency collaboration   Writing of outreach and education plans 
How to motivate the public  I nterpretive Writing
More ideas for working with & strengthening the volunteer 
component 
Evaluations
Backcountry opportunities  Making programs accessible to schools 
Ways to get kids outside  Educational outreach
Volunteer recruiting, training, and management Agency and site collaborations 
Fundraising/organizational ideas for future programs to 
assist inner city kids and nature programs‐ ie: 
transportation, waivers, etc. 
…more alternative method and learning application 
via hands‐on examples (like ipod‐podcasting‐
poetry) that integrated arts, math, etc.  
Innovative programs and how to apply to our situation REAL workshops!!  More hands‐on, more practical 
knowledge that can be directly applied to our 
organizations. 
Training volunteers  Unsure
Community outreach  Examples of some interagency efforts.  
Funding sources  Generational theory application (anyone at UNLV 
in education or sociology studying this?) 
Marketing  Interpretive techniques.  More detail and ideas 
regarding intangible and universal concepts. 
Technology  Supervision
Env. Educ. at the university level  Interp techniques and methods 
Env. Educ. in non‐traditional areas  Developmental stages of children 
Plants  More ways to advertise parks. 
Petroglyph respect   
Engaging the public knowledge of outdoors  
More action studios and less panel meetings. To [sic] long 
of day. 
 
Rather than just good teaching methods & resources, more 
focus on how to get students into the environment – more 
place based focused. What could the standard teacher (w/ 
no field trip resources) be able to do in the neighborhood, 
schoolyard, etc.? 
 
How to develop people’s interest in our habitat  
Sustained environment opportunities/in written form  
Loved the history sessions   
Science/outdoor ed   
Securing private funding   
14 
Evaluation Form 
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